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Postwa Plans Detailed 
At Boston Conference 


, Maintenance of Jobs 


Industry Advisory —— Biggest Task 
Groups Vote Against |» warns s. nasser: 
Added Paper Cuts 


[The Boston Conference on Dis- 
tribution, outstanding forum on the 
nation’s distribution problems, this 
year resulted in an exceptional vol- 
Draw on Inventories, 
Newspaper Publishers 

25, 26 and 42.] 
Recommend Boston, Oct. 19.—Vast possibilities 
. for business and advertising in the 
Washington, D. C., Oct. 22.—The| \o-twar world were outlined here 


Rough Proofs Push Salvage to 
ve wat always ve,» tous-|ROGUCE Shortage of 


ville,’ Nopetully predict the Cour- 
ier-Journal and Times. 
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Larger Collections 
Called Aid to All 
Users of Paper 


Come to think of it, it is probably 
much less important that the 
authors of “Oklahoma!” put an ex- 
camation point in the titk than 
that they were able to put it into 
the conversation of the people out 
in front. 


Chicago, Oct. 21—As the War 
Production Board revealed in Wash- 
ington this week that limited ship- 
err of a will be per- 

_ ' ‘ mitted to the Chicago Tribune mills 
: -" ee in Canada for experimental proc- 
Pull is their tel rt Guay, essing into fresh newsprint, and as 
— Mary Ain. won't Saue te pull a full-fledged OWI campaign got 
oe ‘shades down, unless maybe under way to put extra pressure 
there’s a Kiwanian or two in the behind waste paper salvage, for- 


ume of significant material. In 
addition to the following story, 
other details of the conference pro- 
ceedings are presented on Pages 10, 


~ ww 


An Invitation 


TO ATTEND THE FIRST DEMONSTRATION 


ward-looking users of paper again 
neighborhood. turned hopefully from bickering 
discussions of how to split up the 
existing pool to the more construc- 
tive idea of increasing the total 
supply. 
An investigation by ADVERTISING 
AGE this week served to emphasize 
again that the largest and most 
easily tapped source of additional 
raw material for production of 
paper and paper products is the 
waste paper field, where much has 
already been done, but where it is 
agreed that additional pressure 
might easily result in a general 
— of shortages all along the 
ine. 
Reached in New York today, 
Irwin Olian, St. Louis agency head 
who is directing promotion of the 
Waste Paper Consuming Industries, 
told ADVERTISING AGE flatly that if 
publishers, and particularly news- 
paper publishers, would put the 
same kind of promotion behind the 
waste paper salvage drive which 
went into the famous scrap drive, 
the major problem of the paper- 
consuming trade—that of supplying 
enough waste paper for the pro- 
ducers of packages, containers and 
war uses—might be quickly solved. 


Would Ease All Shortages 


While solution of this problem 
does not seem, at first glance, to 
provide much assistance in easing 
the print paper situation, Mr. Olian 
pointed out that release of the pres- 
sure on the container industry 
would inevitably result in some 
release of pressure on all other 
paper users. 

“We are collecting about 500,000 
tons of waste a month now,” he 
said. “And it doesn’t seem like 
much of a problem when we say 
that if we could increase that col- 
lection by 12 or 15%—that is, about 
a million tons more a year—we 
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“The members of Congress vote 
Time the most important U. S. 
magazine that carries advertising.” 

Why does everybody have to keep 
promoting the Reader’s Digest? 


- 2-9 


A Baltimore agency advertises for 
“a versatile copy man used to vari- 
ety,” but variety is just the thing 
that takes the versatility out of an 
ambitious young fellow. 
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Besides using charts and oral 
narrations, the new radio presenta- 
tion for retailers employ two sound 
plus slide films. 
Gee whiz, maybe they’re plugging 


motion pictures, 
the wrong medium. 
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“All cigarets are alike medically, 
big brands insist,” headlines ADVER- 


TISING AGE. 


But it’s still true that not all 
medical men are alike. 
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“New economic man emerging in 
U. S., Brown declares.” 
And his wife will be just as un- 


economic as ever. 


> FF 


With a Noble president, 
ouldn’t it be a good idea for the 
Bl ie Netwerk to change its name to 


Pur ple? 
, 7 


\n advertiser talks of “women’s 
enlarged economic status.” Does he 


In Chicago newspapers Sunday, Zenith 
Radio Corp. announced its new low-price 
hearing aid, the Zenith Radionic. A 
national campaign will break late in 
November. (Story on Page 52.) 


All Media to Push 
Giant Food Drive 
During November 


Washington, D. C., Oct. 20.—The 
full force of all available advertis- 
ing media will be directed toward 
the food problem next month, 
when the War Food Administration, 
through OWI and the War Adver- 
tising Council, joins with the food 
industry in an effort to tell the pub- 
lic the truth about food shortages 
through an advertising educational 
effort second in size only to Treas- 
ury war bond drives. 
A comprehensive program has 
already been described to the food 
industry assigning specific jobs to 
manufacturers, distributors, chains 
and independent stores, super mar- 
kets, restaurants and institutions. 
Advertising plans involve the use 
of newspapers, magazines, radio, 
outdoor, car cards and point of sale 
displays. Industry is carrying most 
of the cost of promotion. OWI has 
arranged a special motion picture 
for release to thousands of theaters. 
The campaign has been keyed to 
the slogan, “Produce and Conserve, 
Share and Play Square.” It has 
been assigned top billing on all 


WPB newspaper industry advisory 
committee, with one eye on the heavy 
holiday season advertising ahead, 
rebelled at a recommended 15% 
paper cut and voted Wednesday to 
try to squeeze through the remain- 
der of 1943 by drawing on vastly 
depleted publisher newsprint inven- 
tories. 

A similar problem had left the 
magazine industry advisory com- 
mittee undecided after a day and 
night session last Thursday. A spe- 
cial task committee was named to 
consult with Harold Boeschenstein, 
WPB coordinator for wood prob- 
lems. 

After consulting with Mr. Boes- 
chenstein this morning, the maga- 
zine committee decided against fur- 
ther cuts for the remainder of 1943. 
It was understood that the commit- 
tee protested WPB predictions of a 
15 to 20% cut in the first quarter of 
44, asserting that other paper users 
have yet to match the 10% saving 
already made by magazines. 


Puts Off Reckoning 


The newspaper committtee, in 
avoiding an immediate cut, after its 
Wednesday session was apparently 
putting off the day when extensive 
newsprint cuts will be necessary. 
Harry M. Bitner, director of the 
printing and publishing division, 
had strongly suggested that the com- 
mittee take at least a 15% cut. Mr. 
Bitner warned that inventories had 
already been reduced to the danger 
point. 

In refusing to recommend the cut, 
the committee fell back on inven- 
tories once more, adopting a new 
inventory formula which is ex- 
pected to yield 20,000 tons, and at 
the same time asking large papers 


(Continued on Page 53) 


(Continued on Page 51) 


this week at a conference of more 
than 1,000 leading business men of 
the country who left their war du- 
ties to make the 15th annual Bos- 
ton Conference on Distribution an 
all-time record breaker. In two days 
26 speakers, the top brains of the 
country in their fields, were assem- 
bled on the program to give their 
views on postwar economics. 
Outstanding convictions were: 

1. The free enterprise system 
must be maintained, and only 
through it will U. S. postwar prob- 
lems be solved. 

2. To relieve its surpluses in 
many lines the U. S. must increase 
its exports after the war. 

3. The airplane will vastly in- 
fluence all world trade and bring all 
countries into closer cooperation. 

4. The rural market in the 
United States, needing modern 
equipment of all kinds, offers the 
greatest potentiality for postwar 
domestic trade. 

5. Great Britain and the United 
States will compete sharply for 
postwar world trade. 

6. Public sentiment in the U. S. 
now favors the business man, and 
“points the accusing finger at strik- 
ing labor.” 

7. Business may expect a sharp 
rise in the number of cooperatives 
which will compete sharply for 
trade. 

8. Surpluses will plague many 
industries. 

9. Industry must do its own plan- 
ning and not wait for directions 
from government, 


Roosevelt Sends Message 


President Roosevelt, in a message 
to the Conference, praised as “splen- 
did” the job American distributors 
j}and producers are doing, and ex- 
pressed the hope that “the distribu- 
tion trades will be as intelligent in 


mean more money in the pants, or 
just bigger pants? 


could satisfy the needs of the con- supplying postwar demands as they 


* 
tainer industry.” Last Minute News Flashes have been during the period of con- 


Wee een BS and Oe at as | All Kellogg Accounts to K & E Effective Dec. 1 |flict. The longer the war lasts, the 


¢ > s Ss if 
e Gordon, the Yankee second|Wwaste paper, Mr. Olian  said,| Battle Creek, Mich., Oct. 22. Announcement by the Kellogg Company | Gistribution will be.” he — of 
baseman, has broadcast from his| Whereas the figures for this coun-| that U. S. advertising of Corn Flakes, Rice Krispies, Kellogg's Shredded “Despite the impact of war de- 
Orczon retreat that he is through try is generally considered to be | Wheat, Krumbles and Bran Flakes will be handled by Kenyon & Eckhardt, | mands,” the President said, “domes- 
wit’. baseball, but from the St. Louis about 30%. If this low rate of | Inc., effective Dec. 1, today confirmed rumors which have circulated since | tle distributive channels ae been 
standpoint the announcement came salvage were stepped up to 45% announcement of the establishment of a Chicago K & E office. K & E | Kept open to a great degree. This 
about thirty days too late. (Continued on Page 50) already places Kellogg advertising for Gro-Pup, Pep and All-Bran, the 


| . has been due to the splendid job 
jog thus bringing all domestic Kellogg advertising under the K & E| |done by our means of distribution 


and the intelligent way in which 
— have allocated their out- 


Seymour Morris Leaves OWL, Joins Cowles . 


u 
Des Moines, Oct. 22.—Seymour Morris has resigned from the Office of | i Jesse Jones, 


- = 2 


a a. 


Coal Rationing? 
OPA’s Against It. 


e New York News is now urg- 


‘Don’t buy a Times — borrow Secretary of Com- 


— In these days of paper short- a. , See War Information in Washington to join the Cowles publishing and radio | /merce, and Cordell Hull, Secretary 
- > ae cae a Private Lines, Page 20.| companies here. He will act as assistant to Gardner Cowles Jr., president | of State, also sent messages to the 
de tments not get it. Other features: of the Des Moines Register and Tribune, Iowa Broadcasting Company and | conference. 


Look, with one of his first assignments to organize a new Cowles research| In a colorful and revealing ad- 


7,9 Ad-libbing .... 12| department. Mr. Morris formerly was an account executive at Compton | dress, Sir Gerald Campbell, British 
Admen in the Armed Forces 26| Advertising, New York, and before that was with Benton & Bowles and ee Reogeiat oud ee 

Grew « Hit ,; . ‘ >-po Oo 
‘Taw - Hill is now producing |Chain Store Figures 46|Lord & Thomas. for postwar economic policy. His 


‘torials, where the writers and Diary of an Ad Man 30 


. . rogram: 

a nom ve? eS Editorials . 12 Schenley Names Peck for Golden Wedding Brand P ‘4 Maintaining of full employ- 

winded editors are already | Getting Personal 48 New York, Oct. 22.—Peck Advertising Agency has been appointed to| ment within Great Britain itself. 
ing into their holes for the|i, Washington 6 handle the Golden Wedding account of Schenley Distillers Corporation. 2. Reduction of barriers to the 
ion. inf 3 - Ad efi No immediate campaign is planned for the brand, formerly serviced by | flow of goods between country and 

°ve Sanneeen OP NAGETECS 12) Foote, Cone & Belding (See Private Lines, Page 20). country. 

Obituaries .__. sce 3. Prevention of disastrous ups 
raat Fee Dame t Plans Jor |Postwer Planning ... 28| Bradley Goes to Compton on Ivory Account a ee eee Oe ee See 
football An thet Stee J Photographic Review . .. 55 New York, Oct. 22.—Everett C. Bradley, formerly a vice-president with 4. An international monetary 
squad. Rough Proofs ..... || Pedlar & Ryan, New York, has joined Compton Advertising, New York, | system to enable world trade to run 
Copy Cus. Voice of the Advertiser 22| as an account executive on the Ivory account. smoothly in gear with the full em- 
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ployment policies in the separate 
countries. 

5. International direction of in- 
vestments for development purposes 
all over the world. 


Topnotchers on Program 


Beardsley Ruml, treasurer of R. H. 
Macy & Co., Inc., and author of the 
Rum! tax plan listed such “things to 
shoot at” as “high employment and 
high production; maximum activity 
of private enterprise; an effective 
compensatory fiscal policy; prompt 
tax reduction; public works planned 
to contribute to a more stable and 
more efficient construction industry; 
protection against the hazards of 
life; and finally an improvement in 
the operations and position of our 
representative processes.” 

David E. Grant, foreign counsel 
for Pan-American Airways, told the 
conference that “if inter-American 
relations are taken to mean rela- 
tions in their broadest sense—politi- 
cal, commercial and cultural—then 
air transport has been the catalyst 
which was needed to bring together 
into a new and stable compound 
what originally were individual and 
independent elements. 

“This job it has done to date with 
a swiftness and a thoroughness over 
which we marvel,” he added. “Come 
what may, for that service the 
Americas must be eternally in its 
debt. 

“Rash is the man who would at- 
tempt categorically to predict what 
may be the ultimate developments 


in air transport, or what may be the 
destiny of the western hemisphere. 
Events are moving too fast even for 
the boldest imagination. But it would 
appear to me safe to assert that how- 
ever solid or extensive or grandiose 
may be the ultimate structure of 
inter-American relations, its pillars 
must rest forever upon the founda- 
tion of its real beginnings, namely, 
upon inter-American commercial 
air transportation.” 


Private Enterprise Approved 


Public opinion surveys disclose 
that the people want a continuation 
of private business, Elmo Roper, 
marketing consultant and director 
of the Fortune survey of public 
opinion, said. 

“The people do not want govern- 
ment ownership of utilities, but 
they do want these utilities regu- 
lated,” he declared. “They do not 
demand extensive government reg- 
ulation of all industry; they would 
apply a maximum of regulation to 
those industries where there is ei- 
ther a minimum of competition such 
as in utilities, or the possibility of 
direct harm to numerous individuals 
such as in banks,” he said. 

“The American people are willing 
to give a clean bill of health on the 
idea of private ownership of indus- 
try. They are not willing to place 
property rights above human rights. 
They are not willing to regard divi- 
dends as more sacred than wages. 
They are not willing to see govern- 
ment turn its back on business or 


wink an eye at any future abuses. 
They are, in short, neither willing 
to continue to blame business men 
in general for the past abuses by 
certain individual business men nor 
to give all business men the unre- 
stricted opportunity to be tempted 
into evil ways.” 

Wheeler McMillen,  editor-in- 
chief of Farm Journal and Farmer’s 
Wife, asserted that tools to build a 
prosperous future are at hand— 
power and science, engines and 
facts. 

“These tools may not be adequate 
to destroy the spirit of aggression 
but they may serve well to remove 
the backgrounds of the aggressor 
spirit,” he said. “There may be 
other ways to remove the spirit of 
war from the face of the earth. I 
believe this is the way that will 
work. 

“My faith is in production, the 
production of abundance, and in its 
distribution made effective by the 
diffusion of earning power among 
more people. It is the rising spiral 
of more production, more jobs, more 
buying power, more employment of 
plenty by more people. This is the 
formula that has been developed in 
America.” 


Details Distribution Problems 


Walter F. Crowder, distribution 
division chief of the U. S. Bureau of 
Foreign and Domestic Commerce, 
described the struggle of manufac- 
turers to maintain retail outlets dur- 
ing the war in the face of problems 


IN THIS 


RICH TERRITORY 
ARE YOURS WHEN YOU USE 


CAPPER’S WEEKLY. 


The popular feature, rural news weekly that covers this high- 
income agricultural market. The Capper’s Weekly states—lowa, 
Nebraska, Missouri, Kansas and Colorado—contain 90% (or 
over 321,000) of Capper’s Weekly total circulation. These five 
prosperous states in 1942 had a total cash farm income of 
$3,205.512,000.00 or approximately one-fifth of the nation’s total. 


Based on U. S. Department of Agriculture figures showing 1942 
farm cash income for all states and the nation, the farm cash 


income of the 


240,775 R.F.D. Farm Family subscribers to 


Capper’s Weekly was $912.658,860.00. This is an average cash 
income of $3,790.00 compared to an average cash income of 


$2,647.00 for all 


farms in the nation. 


In addition, don’t forget there are another 115,000 prosperous 
subscribers reading Capper’s Weekly each week who do not live 


on rural routes! 


Let Capper’s Weekly cover this rich territory for your product 
the results will roll in for you! 


bob ed db Ol Circulation — 67% R.F.D. 


CAPPER PUBLICATIONS 
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With them is Walter Crowder, chief, 


BOSTON CONFERENCE LEADERS 


The hard work of Daniel Bloomfield, left, and P. A. O'Connell, right, was largely 
responsible for the outstanding success of the I5th Boston Conference op 
Distribution held last week. Mr. Bloomfield, director of the Conference, is man 
ager of the Retail Trade Board, Boston Chamber of Commerce, and Mr. O'Cop. 
nell, chairman of the Conference, is president of E. T. Slattery Company, Boston, 


Domestic and Foreign Commerce, who spoke at the Monday session. 


a 
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Distribution Division, U. S. Bureau of 


of supply, manpower, increased ex- 
pense and mounting government 
regulations. 

Stressing thet the programs 
adopted by manufacturers to hold 
retail outlets “have definite postwar 
implications,” Mr. Crowder de- 
clared: “If an appreciable number 
of concerns carry out their intention 
to continue and expand dealer-aid 
programs, closer manufacturer-re- 
tailer relations should result. They 
will have closer relations with those 
dealers they have helped to sur- 
vive.” 

Service can be a_e substantial 
source of income for manufacturers 
as well as dealers, he said, during 
the current critical shortage of dur- 
able goods, while even in the realm 
of non-durable goods, manufac- 
turers are urging retailers to push 
auxiliary services. 


“No Serious Threat to Railroads” 


Future of the railroads was seen 
to depend on “two vital factors, 
cheapness and efficiency,” by R. V. 
Fletcher, vice-president of the As- 
sociation of American Railroads, 
who told the Conference he could 
see no serious threat to the “su- 
premacy of the railroads as the 
premier carriers of the world’s 
traffic.” 

Present railroad rates are very 
low, he said; “they will continue to 
be so. The rails probably cannot 
eompete with the water lines in the 
matter of cheapness; on the other 
hand, the water lines cannot com- 
pete with the rails in the matter of 
speed. 

“The rails can never compete with 
the airplane in the matter of speed; 
the air lines can never compete with 
the rails in the matter of cost. If the 
rails can give the public a fair de- 
gree of rapid transit, coupled with 
costs that industry can bear, they 
should be able to hold their own in 
the competitive struggle that lies 
ahead.” 

Paul Hollister, vice-president of 
the Columbia Broadcasting System, 
told in detail the part radio has 
played in the war effort, in broad- 
casting news and in furnishing ad- 
vertising time for the numerous war 
projects. 

Other speakers included Paul G. 
Hoffman, president of the Stude- 
baker Corporation and chairman of 
the Committee for Economic Devel- 
opment; Louis Ruthenburg, presi- 
dent of Servel, Inc.; Edgar V. 
O’Daniel, vice-president of the 
American Cyanamid Company and 
chairman of the committee on eco- 
nomic policy of the U. S. Chamber 
of Commerce; Dr. Max Sokal, for- 
mer managing director of the Aus- 
trian Bankers’ Association; S. Mor- 
ris Livingston, chief of the national 
economics unit of the U. S. Bureau 
of Foreign and Domestic Commerce; 
and Joseph Stagg Lawrence, vice- 
president and economist, Empire 
Trust Company, New York. 


Walters to McKinsey 


J. E. Walters, vice-president in 
charge of personnel and labor rela- 
tions of Revere Copper & Brass, has 
resigned to join McKinsey & Co., 
management consultant, New York, 
specializing in labor negotiations and 
development of personnel manage- 
ment methods. 


Plummer Named Editor 

J. M. Plummer, Leeds & North- 
rup, Philadelphia, has been named 
managing editor of the “Eastern 
Industrial Advertiser,” organ of the 


Eastern Industrial Advertisers. 
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New Page Size 4 
Is Adopted by 


‘American Weekly’ 


Nw York, Oct. 21.—Because the 
acute paper shortage has made it 
impossible to fulfill its advertisers’ 
requirements in the greatly reduced 
number of pages available, The 
American Weekly has adopted a new 
page size—103%4” x 15%”. The ad- 
vertising page size will be 9%” x 
14%”, permitting an increased num- 
ber of color units, together with a 
reasonable increase in space avail- 
able for varied sizes of black and 
white advertising. 

This new program, effective with 
the issue of Jan. 2, 1944, will con 
tinue for the duration of the war or 
until a sufficient amount of paper 
becomes available to return The 
American Weekly to its former page 
size unit. In its new size, the Weekly 
will probably run issues averaging 
32 to 36 pages. This will provide 
eight to nine color pages in a 32- 
page issue and up to 12 color pages 
in a 36-page issue. 

Advertising rates, effective Jan. 1, 
for color pages in the new size will 
be $15,000 and $16,500 for the back 
cover. No less than page color units 
will be available. Present volume 
and continuity discounts will be 
continued. The rate for black and 
white advertising will be $14 per 
line. The column width will be 26 
agate lines, five columns to the page 
and column depth will be 200 lines 

Orders accepted to date for color 
pages, back covers and color page 
cycle positions will be protected for 
the same positions in The American 
Weekly’s new size, and orders for 
1,000-line color units or half pages 
may be changed at once to full page 
units. 


Wamboldt Joins Blue 


Melvin P. Wamboldt, for the past 
three years with Compton Adver- 
tising, New York, as a radio account 
executive, has joined the Blue Net- 
work, New York, where he has been 
appointed to the newly created post 
of commercial program supervisor. 


Have you anything more important to say thet 
something that will help win the war? Put # 
War Message into every piece of printed me'te 
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Divert Advertising 
fo Small Papers, 
Senate Group Asked 


Washington, D. C., Oct. 22.—The 
Senate banking and currency com- 
mittee completed four days of hear- 

on the Bankhead bill for 
$30,000,000 of paid government ad- 
vertising and adjourned today to 
consider suggested changes in the 
bill, including a proposal by Senator 
Danaher of Connecticut that Inter- 
nal Revenue law be used to chan- 
nel half of the advertising budgets 
ef large corporations into small 
dailies and weeklies. 

After three days of testimony 
from representatives of the National 
Editorial Association supporting the 
bill, the committee today heard two 
speakers from the National Associ- 
ation of Broadcasters and represent- 
atives of other media protest limita- 


Cultivate the nation’s rich 
% BILLION DOLLAR 
POST-WAR PREMIUM MARKET 
Now through 


Business Promotion Magazine 


tion of the government advertising 
to mewspapers. No speaker ap- 
peared to demand defeat of the bill, 
nor was the position of ANPA pre- 
sented. 

After hearing the _ testimony, 
Senator Danaher commented that it 
appeared the large newspapers 
“were letting the small ones carry 
the ball” and that “they would be 
glad to participate in the program.” 


‘Out in the Cold’ 


Senator James Murray of Mon- 
tana drew the tax law change pro- 
posal from Senator Danaher when 
he told the committee that “large 
newspapers and magazines” are be- 
ing subsidized by costly advertising 
contributed by organizations en- 
gaged in war work,” while “the 
small country paper has been left 
out in the cold! 

“Big national concerns with noth- 
ing to sell because they have con- 
verted their industries to war 
production are spending fabulous 
sums in full-page advertising to 
help the sale of war bonds,” he 
said. “The public is unaware money 
for this is an indirect subsidy from 
the United States Treasury.” 

Senator Danaher, offering what 
he called a “tentative proposal,” 
asked if the purpose of the Bank- 
head bill might not be achieved if 
this war bond advertising were di- 
rected into the small papers. 

“Could we do this,” he said, “by 
amending the Internal Revenue Act 
to read: The cost of newspaper ad- 
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vertising by any taxpayer shall be 
deductible as a business expense 
for tax purposes only when news- 
paper advertising costs of such tax- 
payers can be shown to the satis- 
faction of the commissioner to have 
been pro-rated equally among 
newspapers published in communi- 
ties of more than 10,000.” 

Although the proposal was merely 
a feeler, Senator Danaher said, he 
thought it would be interesting to 
see what it could lead to. 

Other speakers today were C. E. 
Arney Jr., secretary-treasurer of 
NAB and Marshall Pengra, general 
manager of KRNR, Roseburg, Ore., 
and chairman of the NAB small 
market radio stations committee. 
They stated NAB’s belief that the 
bill should be defeated. They added 
however, that if it were to pass, 
radio should be included to prevent 
“discrimination”. 

The committee also heard Her- 
bert Pilen, president of the Con- 
trolled Circulation Newspapers of 
America, who asked that the paid 
advertising be placed in publica- 
tions other than those with second- 
class mailing privileges, as provided 
in the current version of the bill. 
Representatives of the Negro press 
appeared to plead against discrimi- 
nation in distribution of the adver- 
tising. 

For three days representatives of 
the National Editorial Association 
peppered the committee with argu- 
ments in favor of the bill. Hearings 
opened on Monday, with Albert S. 
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Hardy, NEA president, publisher of 
the News, Gainesville, Ga., assuring 
the committee that simall news- 
papers are overwhelmingly in favor 
of the measure. 

A carefully prepared slate of 
NEA speakers paraded before the 
committee throughout the next 
three days, arguing that contributed 
advertising is missing 52% of the 
public, inhabitants of communities 
of 10,000 or less; that signed adver- 
tisements are forcing publishers to 
carry a tin cup for Uncle Sam; that 
the business man on Main St. can 
no longer afford to contribute space 
to the war effort; that small papers 
are going concerns now, and that 
government advertising would not 
be considered as a subsidy. 

Senator Bankhead had intended 
to adjourn the hearings after the 
Thursday session, but agreed to ad- 
ditional sessions on the insistence of 
Senator Ball and Senator Taft, both 
of whom felt that opponents of the 
bill should be heard. 

After listening to Ed. M. Ander- 
son, chairman of the NEA legisla- 
tive committee, assert that advertis- 
ing in small papers was necessary 
for the success of the bond drive, 
Senator Ball asked why similar ad- 
vertising wasn’t necessary in radio 
and other media. He also asked 
whether government advertising 
would be desirable for 17 informa- 
tion campaigns handled through the 
War Advertising Council. 

Mr. Anderson replied that radio 
“is in business primarily to enter- 
tain” and that it doesn’t reach the 
small town population as intimately 
as the local paper. Senator Ball 
countered that “his experience indi- 
cated radio has more rural listeners 
than urban.” 

Only opposition to the bill were 
|the letters of officials of govern- 
iment war agencies, all united in 
their opposition or indifference to 
the measure. Letters were on hand 
from the Secretary of the Treasury; 
Elmer Davis, director of OWI; 
Claude Wickard, Secretary of Agri- 
culture; and Chester Davis, for- 
merly director of the War Food 
Administration, against the bill. 
Heads of other agencies, including 
the War Manpower Commission, 
WPB and OPA commented that 
they felt the decision was up to 
the Treasury. 


“Foreign” to Treasury 


Secretary Morgenthau had writ- 
ten Sen. Robert F. Wagner, chair- 
man of the committee, that he felt 
the bill was a “grave danger to the 
success of the war finance program,” 
adding that “he would not care to 
assume” the exercise of powers 
granted under it, which he consid- 
ered “foreign to the functions of his 
office.” 

Explaining that war loan cam- 
paigns had been a “voluntary, 
united effort of the whole people,” 
Mr. Morgenthau praised the “army 
of volunteers that had labored de- 
votedly to realize that success.” 
Workers, advertisers, advertising 
media, retailers, theaters, and others 
contributed wholeheartedly to this 
effort, he said. Newspapers, both 
country and metropolitan, gave in- 
valuable support with news, fea- 
tures and sponsored advertising, 
and other media cooperated splen- 
didly. 

Radio stations gave hundreds of 
shows; movies contributed their 
nationwide facilities; advertisers 
contributed unparalleled amounts of 
space and time; business houses, 
industrial firms, stores, and theaters 
cooperated earnestly. 


Fears Results of Discrimination 


With the tremendous task of 
raising $70,000,000,000 still ahead, 
he said, this bill for the purchase of 
advertising in newspapers, with no 
provision for magazines, farm pub- 
lications, outdoor advertising, radio, 
movies and other media “might im- 
pede our efforts.” 

“TI fear discriminatory selection of 
one class of advertising media for 
government support might tend to 
discourage continued contributions 
by other media, other advertisers 
and would have an_ unfortunate 
effect upon the remarkable volun- 
tary response of all classes of busi- 
ness concerns and individuals,” he 
warned. 

In speaking for NEA, Mr. Hardy 
reported that 94% of the associa- 
tion’s members responding to a 
questionnaire had supported the 
bill. Of the 2,545 papers that 
answered, 87% were confident that 
their editorial policy could not be 
influenced by a government adver- 
tising account running up to $1,000 
a year. Total space given to war 
news and advertising in 2,704 NEA 
papers was 583,624 columns. 

In the NEA poll on the Bankhead 
bill, 87% of the papers declared 
they would not consider this adver- 


tising a subsidy. According to 1,879 
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states had passed resolu’ ons 
favor of the bill. 

Wilbur Peterson, publish: 
Messenger, Marshall, Min. 
past president of the M neg, 
State Press Association, 
that small papers favored 
with the single thought o ; 
taining the sale of war bon: ;. Mr 
Peterson declared that the 7 eas). 
was currently missing moe tha, 
half the people living in rur: | ares, 
and that as the war wen’ op , 
would be necessary to reich th 
entire public if bond quot:: we, 
to be met. 

The committee heard Ph)! Rig 
publisher of the Daily News, wig. 
land, Mich., describe paid acivertis. 
ing in Canada. Under the Canadia, 
system, he said, bond sales poy 
indicate a bond in every fami) 
while millions of U. S. families oy, 
no bonds. The cost of governmery 
advertising in Canada has been ony 
four-tenths of one per cent of sale 
Maytair, Lucky Strike 
Settle ‘Hit Parade’ Suit 

Suit of the Mayfair Music (Cor. 
poration, New York, asking $100.0 
damages from the American 1. 
bacco Company and demanding tha; 
the company’s CBS Lucky Strike 
program, “Hit Parade,” be taken of 
the air, was amicably settled last 
week. 

ADVERTISING AGE learned _ that 
American Tobacco agreed to “revi 
and change” its method of selectio; 
of songs on its “Hit Parade.” May- 
fair Corporation contended its song 
“Sunday, Monday, and Always, 
held top ranking on the “Hit Par- 
ade” for two weeks and then was 
dropped to fifth, and that its song 
“Pistol Packin’ Mama,” a nationa 
favorite, was never selected by th 
“Hit Parade,” thus damaging it 
popularity. Henry Spitzer, manager 
of Mayfair, said the situation “ha 
been rectified.” Foote, Cone & Bel- 
ding, Lucky Strike agency, had n 
comment. The settlement followed 
the action of Judge Ernest Hammer 
in New York Supreme Court i 
reserving decision both on the May- 
fair damage claim and the Ameri- 
can Tobacco motion for dismissal. 
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©@ Ou, government is striving to bring home to the American people 
the growing international importance of FOOD... 
and we should do everything possible to further that public understanding. : 
GO ; 
:. My article in The American Magazine .. .‘Can We Let Them Starve?’ 
San 


| hope will make for a deeper national appreciation of our many food problems among 


‘ millions of thoughtful Americans.” ; 
> pete DIRECTOR OF FOREIGN RELIEF 
Quem, AND REHABILITATION OPERATIONS 
MAGAZINE 


WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 
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In Washington... 


Stimson Urges 
Congress to Work on 
Surplus Disposal 


Washington, D. C., Oct. 21.—First 
official suggestion that the time has 
come for Congress to formulate 

licy on such critical postwar sub- 
ects as the disposition of surplus 
government property was heard 
this week when Secretary of War 
Henry Stimson told the Patman 
small business committee of the 
House that consideration of this 
knotty subject should no longer be 
delayed. Currently, two Congres- 
sional committees are studying the 
related question of contract termi- 
nation policy. 

Mr. Stimson told the committee 
that one agency should be set up to 


ADVERTISING 


DISPLAY salesman on staff of leading dail 
in Southeastern Massachusetts. Exceptiona 
opportunity for draft exempt man, or 
woman with ability. State experience, 
availability, references, salary. 


Box 4376, paveriicng Age, 330 W. 42nd 
St., New York 


dispose of the tremendous amounts 
of merchandise that must inevitably 
be in the hands of the armed forces 
and other agencies when military 
requirements no longer exist. 

Although several bills have al- 
ready been introduced in Congress 
on disposition of surplus property, 
including one by Rep. Patman, none 
of these are considered adequate for 
the job, and in all prebability some 
ormula that has not yet appeared 
will be introduced. 

Disposition of this property, both 
merchandise and industrial plants, 
is avoided by war agency personnel 
as “too hot,” and something strictly 
up to Congress. 

Technically, the treasury procure- 
ment division is responsible for sale 
of government surpluses, but its 
jurisdiction has broken down under 
the load, and military and WPB 
have been doing some selling on 
their own. Several of these sales 
have resulted in sharp criticism and 
charges of waste. Mr. Stimson was 
confronted with examples by the 
Patman committee, including a case 
where new machine tools were sold 
as scrap by Army officials. 

Particularly when it comes to in- 
dustrial plants, government officials 
are thoroughly worried about dispo- 
sition. An RFC official pointed out 
that his organization has nearly ten 
billion dollars in productive instal- 
lations. Naturally, there. will be 
pressure from industry fo dismantle 
many of these plants after the war, 
but what are they to do, he asked, 


— 


when local Congressmen protest the 
loss of valuable industries? One ex- 
ample might be the new steel plant 
at Provo, Utah, the only steel plant 
west of the Mississippi. 

President Roosevelt recently in- 
structed the Office of War Mobiliza- 
tion to begin studies of war demo- 
bilization. In all probability deci- 
sive Congressional action will await 
some word of the trend of thinking 
in the Byrnes office. 

” * * 

Advertising men have apparently 
regained control of the OPA in- 
formation machinery following the 
resignation this week of James King, 
who had undertaken the direction of 
OPA information a few weeks ago 
intent on welding the many con- 
flicting elements of the information 
staff into a working team. 

During the King regime, which 
ended at the suggestion of Chester 
Bowles,. such advertising men as 
Bart Cummings, formerly chief of 
the campaigns division, were 
shunted into obscure jobs, and El- 
liott Marple, likeable, but strictly 
news-minded chief of the news- 
paper division, came to the top. 

Since Mr. King’s unheralded de- 
parture, Jim Rogers, assistant gen- 
eral manager of OPA, and a Benton 
& Bowles man, has been running 
the information setup. Although he 
has retained most of the new ma- 
chinery established by King, he has 
recalled Mr. Cummings, also ex- 
Benton & Bowles, from his OPA 
Siberia, and reestablished him as 


“Listen,EUl... 
7 know Tm right 
e-! SAW IT IN THE BLADE 


In and around Toledo, plenty of Joes tell 


plenty of Bills every day, “I know I’m right... I saw 
it in the Blade”’. 


It might be that new plant coming to town ... it 
might be a meeting of the post-war city planning group 
-+. or it might be such a little thing / but still highly 
important} as the hole in one that Tom Smith made on 
the Inverness course. 


For news of the world, for goings-on in Washing- 
ton, for happenings in business and sport, for neigh- 
borly news and town gossip, it’s a well-established 
habit in Toledo to rely on the Blade — a Toledo insti- 
tution for more than a hundred years. 


The Blade feels a prime obligation to maintain this 
reader interest and confidence ...as a responsibility 
to the community it serves ... and to its wartime and 
after-war advertisers. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Advertising Age, October »: 


LAUNCHES NEW CHRYSLER CAMPAIGN 


', 1943 


Exploits of the General Sherman tank are featured in the initial release in the 
new Chrysler Corp. campaign, first copy handled for the motor maker by J. 


Walter Thompson Co., Chicago. The 


institutional copy will appear in color 


rotogravure and comic sections of dailies from coast to coast, as well as national 
magazines including Life and Look. The campaign may run for several months. 


head of a new oftice of program 
planning, with extensive powers, 

Grouped under Mr. Cummings 
are his former campaign managers, 
Charles Jackson, Charles Prins and 
Malcolm Lund. These three will 
be “account executives” for OPA 
information drives, and will prepare 
fact sheets and campaign books, and 
clear all material. Also in Mr. 
Cummings’ office is Florence Rey- 
nolds, as liaison for agriculture and 
WFA. 


Expect Bowles 


to Succeed Brown 
as New OPA Boss 


Washington, D. C., Oct. 22.—With 
a parting compliment to the work 
of Chester Bowles, OPA general 
manager, Prentiss Brown stepped 
out of the nation’s price control pic- 
ture today as chief of the federal 
agency. 

Mr. Brown, handing in his resig- 
nation, expressed the view that 
price control not only is working 
but that the public is cooperating 
wtth thé OPA in keeping ine price 
lid on. Mr. Bowles, who has been 
acting boss of the agency, is ex- 
pected to be named as the former 
Michigan senator’s successor at the 
OPA helm. 

Three of Mr. Brown’s aides also 
are expected to step out: ex-Sena- 
tor Clyde Herring of Iowa, now 
senior assistant; Ronald Seeley, spe- 
cial assistant; and the OPA’s gen- 
eral counsel, George Burke. 


Appoints Buchanan 

R-F Productions, Inc., has ap- 
pointed Buchanan & Co., New York, 
to handle advertising for the film, 
“Three Russian Girls.” The picture, 
starring Anna Sten and Kent Smith, 
will be released through United 
Artists late this month. 


New ANPA Members 


New members of the Bureau of 
Advertising, American Newspaper 
Publishers Association are: Seattle 
Star, the Independent, Grand Island, 
Neb., and the Headlight & Sun. 
Pittsburg, Kan. 


-tisted by Mr. 
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Vitamin Monopoly 
Charged Against 


Research Group 


Washington, D. C., Oct. 21.—The 
Wisconsin Alumni Research Foun. 
dation was described to a Senate 
military affairs subcommittee to- 
day as the “screen” for a group of 
chemical, pharmaceutical and food 
companies under a licensing systen 
which has established a domesti 
monopoly on vitamin D. 

In his second appearance before 
the group named to consider estab- 
lishment of a government office of 
scientific and technical research 
Wendell Berge, assistant attorney 
general, declared that the organ- 
ization, originally founded to pro- 
tect the public against “unscrupu- 
lous commercialism,” is now 
devoting itself to profit, and that it 
received $8,500,000 in royalties in 
1940. 

Among the pharmaceutical houses 
Berge as operating 
under licenses of the Foundation 
ware: Mead, Johnson & Co., Squibb 
Parke, Davis and Abbott, in activat- 
ing ergosterol; Standard Brands for 
yeast and yeast products; du Pont 
for sterols other than yeast; S. S 
Kovaks, for sterols derived from 
yeast; Borden and Carnation com- 
panies for evaporated milk; and 
other firms which activate milk 
He said some licensees were per- 
mitted to activate flour and crackers 

Mr. Berge asserted that the 
foundation had created domestic 
monopolies by dividing up the field 
price fixing and other measures 
He said it had tried to suppress 
truthful advertising, to eliminate 
competition, and had charged un- 
reasonable prices to the govern- 
ment and farmers. 

The foundation, in no way con- 
nected with the University of Wis- 
consin, was organized to handle 
patents held by Dr. Harry Siteen- 
bock of Wisconsin for producing 
vitamin D by ultra-violet light. The 
subcommittee had previously heard 
Vice-President Henry Wallace de- 
clare that large corporations were 
barring small business men from 
benefits of industrial research. 


aes alae 


4 
a 


| ihe mst powers : 


59, ae 
3 


sia BA 


B . a % » i - ‘ a _ Z Cases ; 
= - Fn tae 4 ° : = ‘ ase 3 ot af 3 We at mS : 
et e Nee E c ; 
er = 
ae ‘ 
a 
—_— — | 
§ tow a) Panes driver at Detcon (Chrysing: Tank Arsensi tills how tanks operne 
s ty wil : thor tah 
«anes saute % om 
1 , cares Pas 
‘ »¢ 
, ee. ae. 
¢ ‘ ee 4a 
as ; : _  § P 
id * i a Ba? is 4 . # ; 
ie Saas Feee i} i nO: ; > 
: Pe" at. fae si $ 4 : af 
‘ > Pas es ‘ = a ~ fv 3 Ok 
“io : "a = 
al — ~ +h OS ae eo ar 7 
| . ai hi ~ 7s, ate anes Be ame 
ie SB, | —-2 agai) OA, ats 3 
: | —ee q a denen eg tee hn, Beem - bbe dy See . . 
[eee i bt ee ee ahve. et 
j vdeeth ae 7 ues Woes te -- Ronit 'oostule™ >. Stench’ -—<. ~cneas DUMgIaapegs, . -coad a8 208 seeks few panty wap ale ~~ 
io oe ~ aie. | mses tea er ase . oe: : 
| ; aT  enaeaeienie ane fags ae _ _ 
~ one, | ere = * ee aay . 1 
| at ~ = LS ot emcee eee so a eae 9 2 
| : a a + CARP Le Sc an 
‘ ee OR Ee rrr yk ee 
| — a K Sed 6 ne ain en ee 
5 vi ; A ‘ 5 IN seagate eta ee TT on, “, 
ty Pea s « re Le ade seamen Ped ie Podinee  ne “ 
we fothy ’ at oF fh RT RES ken EE bye, ee os. ee may | 
, 7 ‘S : amen bi we oman Stars Cade Si tee nit ° = 
oe - es one te faces See eng Am “ 
j 1 ped " Ey, “ es se SO a TG, Rt Pete wall 
tl 4% —— sa ; ‘Ne Bi ek Oe a Ef Pi a a 
as a Me erie Pech ang oe 
Shes % hae os PO... ne “fl 
i 5s, pigs le sae 
See scc eae | nine Sain Me gnaw cccmeey Sn PE nape, 
2 i 0s Pete tone Te et ee be tae - ee ee od ot i 7 os ’ nw €. 
ome De = meme en St ot este me ¥ a ween ©, PK tal by 
Soe I Me Ha 6 Min wine atin Sane hy one: ee ee ee ee eee 6 pe EE i‘ J 
et em Ge em SS en 9 Se a ee A Ot manga at tae bon a it Ran om trine Tominwn 1 
coke, The a ome mone om ne ee ene Senay aa a pe * i. 
i , . Pare 3 
| 
: a 
| 
— 
i . Po 
’ mc. $$ $$$ gg 
‘ | 
; , 
; po | 
Uy - | } 
4, 
, | 
} 
| 
- : oo ew ; % | 
: ts . ; *: ’ , 
; 3 ey . - 
ae +.. 
a | = : " 
a Is ie bee ' 
> a eS i 
ff? Wg 
+ ip er, 
' Bes a 
a ae a ty 
% ae . & 
Cl E—vxXr | 
2  . ‘ 
_ 3 * ; ‘7 ; 
: ig G ~ a . ° = 
be a " 
oo : a % : a“ 
_ ae » 
a Bis 
- - he 
—- 
a,” ;* 
- Et gs my 
* og a 2 al 
if — ‘ 
3x > ” ¥ P 
iG es : 
“Se ma = ‘ 
a ‘ 
a : | 
ec ms 
! 
one ee a 
a 
a 
” 
of “sy " P 
a — m Si ee : : 
i ie 2 ia ia eins F j 
F i = a "Pu ae b 
13 ; a4 Tes 2: ee ee 
of 4 ee epee . pre “oo 
ae ig. * Fee “oh. < : sols 3 a og 
; ‘pt uae ; a Yd 
ce ; ‘ g* 4 ; a, , aan 
we i q 
: oo « - ; 
7 : oe “ a z 
aes : i _ 3 Fie 
7 . ‘ a . ie are li 
aPs ~ poe a 
4 > See m , ott F 
be: ” Pn ; : = . 4 a . . 
ee ap ’ rehire Eh a 
Epi, _ te’ share § 
ep # (ere y a it 
- = ; = 4 
i y . ; 
.. i bs / 
ig, ie ro: ‘ 
me : ie . Pan 
oe aes} 
4 - * A 7 c 
: — af: "2 Tih 4OUSE Ng ei ee i 
7 ° a ease PON ce a aI ; . ; _ Nite i --_ 
7. = cai a ore = ES “AER ae J) s i 
i ; 3 2 = ” 
f : i sees , tO aS te See) a . 
a i 
Pia 
“a 
_. .. “4 > 
- - ; i , 
babs ; ioe . 5 25 eee, : a ity Rian ge ee “¥ . 3 ts * 2 ae ee eS yee A re ; £%e ae a a 
; : 3 ‘ ange : Fo edie re = es ‘ oe eee oe ou Re nats . ’ a 
a . 4 ~ f set ‘ Os bag, " 1a Bek, :, ategt 
‘ ¥. bk; 3 - E —m ‘ of - ee: s See ieee « jis et 


Oy 1943 


in the 
by J. 
color 
ational 
nonths, 


oly 
st 
*) 


1.—The 
Foun- 
Senate 
tee to- 
roup of 
1d food 
syster 
omestic 


before 
' estab- 
ffice of 
search 
ttorney 
organh- 
to pro- 
s;crupu- 
is now 
that it 
ities in 


It isn’t just happenstance that American women 
are the smartest women in the world—smart in the well- 
houses dressed sense, smart in the know-the-answer sense. 
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Not chance at all. American women are smart because 
they’re keenly interested in NEWS— 
whether it’s news of world-shattering significance 


°° that Way 


This interest in news—foreign or fashion— 
directs hundreds of thousands of women every week 
to The New York Times Magazine. For fashion 
is an important part of its “woman’s appeal”. Fashion 
Editor Virginia Pope’s weekly pictures of lovely 
yet practical wartime styles and her eagerly-awaited 
Fashion Forecast Issues every Spring and Fall make 
The New York Times Magazine a fashion medium 

_ of top importance to smart women all over the country. 
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And fashion is but one of the varied interests 

that attract bright-minded women to this well-rounded 
news-picture-home Magazine. They turn eagerly 

to its first-hand stories of men at war, its background 
stories of the world at war, its close-ups of people 
whose names are news, as well as to its authoritative 
articles on food, beauty, children, the home. 


And because this Magazine is important to smart, 
active women all over the country, it’s important to 
advertisers whose business depends upon women. 
There’s no time like today to get the facts! 


The New Pork Cimes Magazine 


e. CARRIED EXCLUSIVELY BY THE NEW YORK TIMES 
* INTO MORE THAN 750,000 HOMES EVERY SUNDAY 
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Bank Admen Face 
Big Postwar Job, 
Gordon Tells FAA 


Chicago, Oct. 21.— Public rela- 
tions and advertising men and wo- 
men have done much to dispel the 
“atmosphere of suspicion” about 
banking but there is a far greater 
postwar job ahead, Lewis F. Gor- 
don, newly elected president of the 
Financial Advertisers Association, 
told the group’s 28th annual con- 
vention here yesterday. 

In the past, said the association 
president, the weakness of banking 
in its relation with the public has 
been its failure to explain and in- 
terpret its functions and actions. 

“The mysteries of finance, of 
banking operations, hung over the 
banks as a deadly menace,” he said. 
“They created an atmosphere of 
suspicion, based on lack of under- 


Hasten the 
Return of Peace. 


Buy More 
War Bonds Now. 


|standing by the public at large. 
Much of that has been dissipated 
by keen public relations and adver- 
tising men and women— most of 
| them members of our association, 
| but there is a far greater job ahead. 
| “As our great financial leaders in 
|our banks throughout the country 
enter into the work of solving post- 
war problems, it is going to be the 
task of FAA members to serve once 
more as interpreters. Each of us 
must travel side by side with these 
leaders in our understanding of 
what the problems are and the part 
the banks are playing and will play 
in helping to solve them.” 


Government Control No Requisite 


Inevitable results of the war—all 
raising problems which bankers can 
help solve—are going to be an im- 
measurable economic loss, tremen- 
duous public debt, dislocation and 
changed paths for millions of 
people an enormously increased 
labor supply and production facili- 
ties, and social unrest in the period 
of economic readjustment, he said. 

He warned that banks must not 
permit themselves to be maneuvered 
into the position where any group 
can claim that “government control 
of banking is requisite to solution 
of our economic problems.” 

Public relations, he continued, 
isn’t just “sticking an ad in the 
paper,” but is a matter of creating 
an informed public which can evalu- 
ate the service it receives. 

“The great units of industry and 
commerce have come to know and 
evaluate properly what good public 
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relations means,” he continued. “To- 
day in these great units of business 
one of the most important jobs is 
that of the public relations man. 
They have arrived at this under- 
standing because they have goods 
to sell in highly competitive mar- 
kets. 

“In contradistinction banking has 
a monopoly. Banking arose out of 
need and has been continued and 
accepted primarily as a medium of 
necessity. That is the most danger- 
ous evolution in the world for any 
kind of business because it never 
knows how much acceptance it has 
on the score of complete and satis- 
factory service and how much 
solely on the score of necessity. The 
most deceptive yardstick which 
banks use today is the volume of 
people who pass in and out of their 
doors. They forget that people 
have to have a bank—that business 
and all financial relation could not 
function without banks. 


Banks Objective Targets 


“Banks must never lose sight of 
the fact that they are dealing with 
the most sensitive material pos- 
session of the human being—money. 
Around money pivot all the hopes, 
dreams and ambitions on the ma- 
terial side of life. In times of 
social unrest, economic change, 
banks become objective targets pri- 
marily because they represent 
money and capital—rather than be- 
cause of their own sins of commis- 
sion or omission. Such a condition 
will continue to exist in each cycle 
until a well conceived program of 


We have more Advertising. 
than paper to print it on 


So we must Ration! 


Obviously, no one classification of advertising can carry the load, nor should 


it be expected to. 


Months ago, in anticipation of a newsprint shortage, our editorial depart- 
ment carefully surveyed its space and effected economies that have been help- 
ful and still have not militated against the main function of a newspaper— 


to publish the news. 


Large local retailers and classified advertisers have accepted their Sunday space 
reductions of 20% graciously. First, because they want to do their utmost in 
the War effort. Second, because they are in full accord with our policy of pre- 


public relations creates a properly 
informed public in every city and 
hamlet of the nation.” 

Mr. Gordon, who is vice-president 
of the Citizens & Southern National 
Bank of Atlanta, succeeds L. E. 
Townsend, assistant vice-president, 
Bank of America, San Francisco, as 
new head of the FAA. 

Mr. Townsend, in reporting on 
the year’s activities, cited the record 
of banks in war bond selling. Long 
before Pearl Harbor, he recounted, 
bank advertising was building ready 
acceptance of government bonds. As 
a result, he said, 85% of all war 
bonds sold have been sold through 
banks. 


Given Public Relations Job 


The war has given banks their 
greatest opportunity in history to 
do a nationwide public relations 
job, Mr. Townsend said, paving the 
way for a vital part in meeting 
postwar tasks. 

The human relations theme also 
was stressed in other addresses by 
T. Spencer Shore, vice-president 
and treasurer, General Tire & Rub- 
ber Company, Akron, and Ben E. 
Young, vice-president, . National 
Bank of Detroit. Earl L. Kelly, 
vice-president, Bank of America, 
San Francisce, told the association 
that banks must be prepared to aid 
in industrial reconversion—by help- 
ing industry put out new products, 
get now jobs, build homes, factories 
and business houses “and generally 
fulfilling our function in the field 
of free enterprise.” 

In a coast-to-coast radio poll it 
was learned that trust banks must 
achieve greater simplicity in adver- 
tising copy, and that those who so- 
licit trust business must adopt 


everyday, understandable language, 


|Allen Crawford, vice-president, 
| Bankers Trust Company of Detroit, 


told one of the departmental ses- 


| sions Wednesday afternoon. 


serving the high standards of publishing that have made the Courier-Express 
worthy of the confidence and respect of Buffalonians for over 100 years. 


National advertisers and their agencies have been most cooperative in this 


unusual period. We appreciate their attitude keenly and have reason to feel 
they will go even further with us as the situation demands. 


Rationing of space is new to us, as it is to other publications. We've approached 
the problem in a spirit of fairness to all and have encountered an attitude of 


understanding and willingness to conform that pleases us immensely. 


Despite the patriotic spirit of advertisers and agencies, rationing is a tough job. 


However, we shall do our best in the fairest, most equitable manner possible. 


And again, we thank 


advertisers and their agencies. 


Buffalo 


Courier EXPRESS 


Buffalo’s Only Morning and Sunday Newspaper 


Take Radio Poll 


Out of a total of 200 questions, 
13 were selected and master re- 
cordings sent to a list of cities to be 
dubbed in by local studios inter- 
viewing people chosen at random. 
The transcription survey, including 
Chicago, New York, San Francisco, 
Cleveland, Detroit and Baltimore, 
revealed that the public generally 
is “woefully ignorant” of trust ad- 
vertising, Mr. Crawford said. They 
were asked, among other questions, 
whether they read trust company 


| advertising and if they had a clear 


picture of services asked by such 
advertising. 

Officers elected in addition to Mr. 
Gordon, include: 

First vice-president, J. Lewell 
Lafferty, vice-president, Fort Worth 
National Bank, Fort Worth; second 
vice-president, Dale Brown, assist- 
ant vice-president, National City 
Bank, Cleveland; third vice-presi- 
dent, Swayne P. Goodenough, vice- 
president, Lincoln Alliance Bank & 
Trust Company, Rochester, N. Y.; 
treasurer, Fred W. Mathison, assist- 
ant vice-president, National Secur- 
ity Bank, Chicago. Preston E. Reed 
of Chicago was reelected executive 
vice-president. 
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Insurance Firm: 
Told Necessity of 


Public Relation: 


New York, Oct. 21.—Urging ag 
vertising managers of leading life 
insurance companies to mak> more 
use of the services of ady--rtigin 
agencies, Carrol M. Shank view 
president and general solic tor of 
the Prudential Insurance Cornpan, 
told members of the Life Ins) 
Advertisers Association g.‘hereg 
here yesterday for their  tenj, 
annual meeting, that the need {o, 
an effective public relation Pro- 
gram was much greater in ‘he lif. 
insurance business than in othe; 
industries. 

Life insurance public relation, 
are peculiarly different for a nym. 
ber of reasons, Mr. Shanks saiq 
Since it is a complicated, persona). 
ized money-transaction, there cap 
be only one meaning and that js 
that life insurance companies neeq 
an especially careful and well. 
planned public relations program 
he declared. 


Face Selling Job 


Members of the Association mus; 
be extremely careful in opposing 
any extension of the social security 
program, Mr. Shanks warned. Their 
first duty is to determine if a pro- 
posal is in the public interest. 

Walter D. Fuller, president, Cur- 
tis Publishing Company, said indus- 
tries face a tremendous selling job 
to reopen postwar purchasing mar- 
kets and avoid a financial depres- 
sion. A selling job is imperative 
because of war-destroyed markets, 
despite 100 billion dollars in savings 
indicated for 1944 and a “moun- 
tainous backlog of wants and de- 
sires for industrial goods,” he added, 

“Purchasing power is a static 
thing. Markets are dynamic. Sell- 
ing must spearhead greater produc- 
tion, so there can be increasing 
employment and payrolls, with 
opportunity and _ progress,” Mr 
Fuller said. Semi-socialism in Eng- 
land and the European continent 
will increase the opportunity for 
American free enterprise after the 
war, he predicted. 


Danger of Postwar Inflation 


During the afternoon session 
Sylvia F. Porter, financial editor, 
New York Post, warned that there 
is real danger of postwar inflation 
in the United States, sufficient to 
undermine the faith of millions in 
life insurance as a protection and 
as a means of savings. 

Other speakers at yesterday’s 
meeting included Charles E. Crane, 
publicity director, National Life of 
Vermont; Col. George D. Gaw, 
president, Direct Mail Research Bu- 
reau; and E. R. Dunning, vice- 
president, N. W. Ayer & Son. Henry 
Kennedy, advertising manager, 
Prudential, presided at the morning 
session, while E. Starr Armstrong, 
director of public relations for the 
Republic National, presided at the 
afternoon meeting. 


DAYTON 


19% in 3 years 
28% in 10 years 


Judge a city, and its spending-power, by its families! Dayton 
families (avg. 3.2 persons) are experiencing the highest 


FAMILIES: 


peak in employment and payrolls in Dayton’s history! There's 
a stability to Dayton that will remain. Don’t overlook it! 


Last 3 LAST 10 
ABC YEARS YEARS 

CITY ZONE 1943 (EST.) GROWTH GROWTH 
POPULATION 288,119 19% 28% 
FAMILIES 90,059 19% 28% 
EMPLOYMENT 69,000 42% 124% 
PAYROLLS* $216,000,000 114% 244%, 
RETAIL SALES $234,000,000 99% 200%, 


* Industrial only (total county payrolls $400,000,000) 


THE DAYTON (OHIO) 


JOURNAL-HERALD 


Morning * Evening * Sunday — Dayton’s Largest Circulation 
Nationally Represented by The Geo. A. McDevitt Co. 
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DUMPING SILT 
privilege vs. public water supply 


The Schuylkill starts as a sinall stream in 
the county that has its name, flows through the 
low Kittatinny mountains, broadens into a 
majestic river as it moves south through a scenic 
Black Forest type of country, and merges with 
the Delaware just below Philadelphia. 

More than a hundred years ago, when shafts 
began to work the early Pennsylvania coal 
mines, the miners made the Schuylkill the flume 


to carry off the mine silt, culm and residue. 


‘Topay, even though the Schuylkill is one 
of Philadelphia’s major sources of water supply, 
the pollution of the river is still permitted. 
Federal dredging goes on constantly, removes 
100,000 tons of silt a year from the river. A 
three day freshet in May, 1942, carried down 
more than 1,150,000 tons of mine residue into 
the waters adjoining Philadelphia. 

Pumping stations for city water are consist- 
ently clogged and choked by the silt in the water. 
\nd at times, twenty-five thousand pounds of 
alum per day are needed to make Philadelphia’s 
drinking water safe—but hardly palatable. 

Pennsylvania is an old state, with most of 
its institutions and procedures grounded deep 
in time. Its vested interests are well vested. The 
state's Pure Streams Law curiously exempts mine 
dumping. Mine operators have been promising 
0 do something for almost forty years, but 
maintain that the silt discharge is an economy 


factor in coal production ! Coal producers and 


miners’ unions, both powerful in Pennsylvania, 
have worked together on this issue, and were 
strong enough to stop remedial legislation. 


Five years ago, The Inquirer started pound- 
ing away at water pollution. The subject has 
been a standing assignment for John Cummings, 
political columnist; for Gerson Lush, at the 
Harrisburg Bureau; for Herman Lowe, in 
Washington — and the content of almost daily 
unsigned stories . .. However, this is one battle 
The Inquirer has yet to win. 

The Brunner Bill, last measure offered to 
stop Schuylkill pollution, was lost 87 to 55 in 
the Legislature on May 4, 1943. (A majority 
of 105 votes is requisite.) But one result of 
The Inquirer’s campaign was evident; 63 mem- 
bers were afraid to go on record, failed to vote. 

By this time next year, The Inquirer hopes 
to have these fence sitters afraid not to vote 
and vote the right way... Because the right of 
three million people to decent drinking water 
must prevail over the privileges of an industry! 


Tus campaign makes no circulation for 
The Inquirer, has made a lot of enemies, may 
have cost us some business. 

But no business is worth more than the 
public’s business . . . 

And the public always repays loyalty with 
loyalty—another invaluable asset that makes 


a good newspaper a better advertising medium. 
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Joins Foley Staff 


Mary Elizabeth Jones has joined 
the creative staff of the Richard A. 
Foley Agency, Philadelphia. 


Britain and U. S. 
Will Vie for 
Postwar Trade 


Boston, Oct. 18.—Sharp competi- 
tion between the United States and 
Great Britain for international mar- 
kets after the war was forecast at 
the Boston Conference on Distribu- 
tion here today by Sir Gerald 
Campbell, British Minister to the 
U. S., and A. W. Zelomek, president 
of the International Statistical Bu- 
reau, Inc., and economist for the 
Fairchild Publications of New York. 
Each country will strive hard for 
all the trade it can get. 


Acknowledging that the entire 
question of postwar exports is 
bound up with political considera- 
tions, Mr. Zelomek said: 

“What will be the pattern of 
international trade and the means 
of financing it is perhaps the cru- 
cial question concerning the postwar 
world. Lasting American prosperity 
will be more easily achieved if we 
are able to export large quantities 
of industrial goods after the war. 
Within a short time after the end- 
ing of the war several billions of 
dollars of refugee capital, which has 
been deposited in the United States 
for safety, will be reclaimed, thus 
relieving us of our own short-term 
financing obligations. Then we will 
be faced with the question of how 
the greatest creditor nation on earth 
can continue to export considerable 
quantities of valuable goods. How 


will foreign countries pay us for 


old debts contracted before the war, 
and for new debts, short-term 
credits and loans granted in the 
early postwar period? In the end, 
exports can be paid only with coun- 
ter-exports, either of goods or serv- 
ices. 


Long-Range Plans Vital 


“For several years after the end 
of the war we shall probably help 
to finance our exports by interna- 
tional loans as we did in the ’20’s. 
Special loans may be granted to 
individual countries that lease us 
strategic air or naval bases on a 
long-term or permanent basis. Latin 
America will be able to finance a 
considerable part of its own imports 
for a few years after the war. To 
facilitate trade, some sort of cur- 
rency stabilization is likely, with 
the formation of several blocs or 
world areas within which trade will 


LIMITED SUPPLY-Order Your Copy Now 


The New 1943 


IOWA RADIO 
_ AUDIENCE SURVEY 


What Every Advertiser Wants to Know 
About Mid-West Listening Habits, Pro- 


Sent only upon Request 


Which radio stations are “listened to 
most”? Daytime? Nighttime? By 
Urban—Village—and Farm Families? 
Why? And Where? 


How much actual time do listeners spend 
with the “Listened to Most” station as 
compared with those “Heard Regu- 
larly”? Is the ratio 2 to 1? 4 to 1? 
Or 6 to 1? 


What kinds of programs are liked best? 
According to Sex—Place of Residence 


lies? 


pened to tune in? 


Which stations are 


Which are the 80 most popular programs? 
For Urban—Village—and Farm Fami- 


How do listeners learn about new pro- 
grams? What percent through station 
announcements — newspapers — 
friends—other media—or just hap- 


Daytime? Nighttime? By Urban—Vil- 


gram Preferences and Favorite Stations! 


The Sixth Annual Study 


Saves Your Time in Answering These Questions: 


tening? 


“heard regularly”? 


Which stations are preferred for News 
broadcasts ? 
How has gasoline rationing affected lis- 


How many listen during each two-hour 
period of day and night? 
Women? 

What is the audience available during 
early morning and late evening hours: 

How many hours of listening per day? 
Men? Women? Urban—Village—and 


Urban—Village—and Farm? 


Men? 


Advertising Age, October 25 1943 
move rather freely. But 


: : : Unless 
planning is exceedingly long-ray, . 
unless government or private nd’ 
try exercises a high degree of = 
nomic statesmanship in controjjip, 
its exports, and unless the ec nomie 
value of exports is judged j, term; 
of effects produced 20 yea: later 


as well as in terms of immediate 
effects, then the great problem of 
paying for export by means g 
counter-exports will not be solved. 

Speaking at the luncheon sessioy 
Sir Gerald Campbell presented , 
picture of huge postwar expansion 
of world trade, with internationa 
cooperation taking precedence over 
competition. 

“We believe there lies before all 
of us the possibility of an enormoys 
expansion in world trade,” he saiq 
“It will need a changing and adapt. 
able export policy on the part of 
industry to supply the changing 
needs of overseas countries as their 
economies become more advanced 
It will call for a degree of interna. 
tional cooperation in a number of 
ways such as has_ never been 
achieved before and which, we 
imagine, can only be achieved under § 
the leadership of our two countries” 

Britain’s postwar economic policy 
Sir Gerald continued, “envisage; 
first the maintaining of full employ. 
ment within Great Britain itsejs. 
second, the reduction of barriers t, 
the flow of goods between country 
and country; third, means to pre. 
vent disastrous ups and downs jp 
the price of raw materials; fourth, 
an international monetary system 
to enable world trade to rum 
smoothly in gear with the full em- 
ployment policies in the various 
countries; fifth, some form of inter- 
national direction of investments 
for development purposes all over 
the world. 

“What we must seek,” he con- 
cluded, “in collaboration and mu- 
tual trust, are means for freeing, 
facilitating, and developing the dis- 
tribution in world trade of any 
increasing volume of products of 
all kinds.” 


Aro Appoints Two 

Thomas O’Malley, formerly with 
L. L. Ensworth & Co., Hartford, 
Conn., has been appointed division 
manager, in the New England ter- 
ritory, of the Industrial Pneumatic 
Tool Division of The Aro Equip- 
ment Corporation, Bryan, O. James 
Littleton, formerly co-division man- 
ager in the Cleveland territory, has 
been named division manager for 
southern Ohio, with headquarters 
in Dayton. 


Eble Joins Tire Company 

Erwin Eble, for the past 15 years 
with Cleveland and Akron news- 
papers, has joined the public rela- 
tions department of General Tire & 
Rubber Company, Akron. 


Joins Sales Statf 


Laurence J. Dunn, formerly with 
R. H. Donnelly Corporation, New 
York, has joined the sales staff of 
the Syndicate Store Merchandiser, 
New York. 
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—Age—and Education? lage—and Farm Families? And Where? Farm? 1943 compared with 1942? fo oh 
What Others Said About the 1942 Survey gf 
“Your Iowa Radio Audience Surveys have “It is one of the most complete and com- “This is one of the most complete and in- * 


given us what we believe is the most com- 


prehensive surveys released by any radio 
plete ‘instrument board’ on which to base 


1 which ¢ : + Prag | structive surveys I have ever seen. It gives 
station of whic ave knowledge. 


us just the information we want.” \ 


radio plans. They have been extremely —J. B. Woodbury —Roy E. Dodge \ | 
instrumental in the growth of radio in this R. J. Potts-Calkins & Holden First United Broadcasters N\ 
office.” . | 


—Bruce B. Brewer 
Ferry-Hanly Company 


“I want you to know that I think this is 
one of the most impressive surveys that I 
have had occasion to peruse in a long, 
long time.” 
—Niles Trammell 
National Broadcasting Co. 


Use This Coupon for Getting Your FREE Copy! 


er ee | 


yf BY 
\ ua at t e core 


ol every community 


Probe the heart of any com 
munity and there you will find a 
school teacher. Conversely touch 
a school teacher and you have 
reached the core of an American 
community. Multiply by 700,000 
and you have tested the power o! 
State Teachers Magazines. 


TO CONSERVE PAPER, the number of copies printed will be limited to supply 
only those who have specific need for this complete and authoritative study by 


Dr. Forest L. Whan. 


Station WHO, Des Moines 7, Iowa 


OC) Please send me my free copy of the 1943 Iowa Radio Audience Survey. 
(© Please check if you wish a copy of the 1942 edition. © Please check if you 


wish a copy of the 1941 edition.) Here’s an amazing place to tel! 


your business story to reach the 


Name 


jor IOWA PLUS! 


heart of America. May we tell 
Company DES MOINES . . . 50,000 WATTS you more? 
B. J. PALMER, PRESIDENT ee ey See 
Addres- 


STATE TEACHERS MAGAZINES, Ine. 


307 N. Michigan Avenue, Chicago 1, Iilinols 
An association of 42 state teachers magazines 


J. 0. MALAND, MANAGER 
Or Phone Any FREE & PETERS Office 


City - 
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DAY 
O/2-0 | y 
THE EXCITING (AND REFRESHING) CASE OF CQQLAVGOLA 


ISSUED NOW AND THEN BY FAWCETT PUBLICATION INC., 
PUBLISHERS OF THE FAMOUS FAWCETT COMICS GROUP 


} 


... TO BE PICKED UP IN 


my SIR, THE MENS 
YOU CAN SAY MORALE |S DROPPING. 
THAT AGAIN! I COULD }) WHAT THEY NEED |S 
LICK THE WHOLE JAP MAIL FROM HOME, 
ARMY FOR ONE CIGARETTES AND SOME 
SWIG OF COOLA COLD POP / 
COLA ! 


AMERICA AND ACTED 

UPON AT ONCE! 15 SENDING A SHIPMENTOF = —— 
COOLA COLA AND NEWS FROM aoa 

— < TO OUR MEN IN THE PACIFIC. [— 


BILLY, THE i - 


—_ 


PHOOEY/ 
ULORINATED 
THID re So 


WOULD YOU LIKE TO GO ALONG 
AND COVER THE STORY 2 


tome 


AA Mind ‘ on 

ami SATII ui 4 want @ 

| ws bee ~ IF TLL GAY / CAPTAIN MAR- 
‘ VEL'S GOT A LOT OF FANS 


DOWN THERE / THIS’LL 
ACROSS THE WORLD AN URGENT 
APPEAL |S FLASHED... GIVE wee ANS 


"LL TRY TO GET 
MESSAGE THROUGH! 


W' 


Sy 


AW 
\\\ 


BUT ABOARD GEE, I'VE 
THE BOAT... Y ALWAYS WANTED 
TO MEET YOU, 
BILLY BAT- 
YOU'RE CAPTAIN SON ! 
MARVELS FRIEND, 
AREN'T YOU 2 


BUT OTHER EARS... EVIL EARS...HAVE ALGO PICKED UP 
THE MESSAGE ! 


YES, CAPTAIN 
MARVEL AND I 
ARE VERY CLOSE - 
HOLY MOLEY/ 


7WO THOUSAND 
»” POUNDS OF DESTRUCTION 
BEAR DOWN ON THE HELP- 

LESS REFRESHMENT SHIP / 
1S [T DOOMED 
OBLIVION § 


f any 


AMERICAN DOGS 

BATTLE LIKE HONORABLE 
DEMONS WHEN DRINK COOLA COLA! 
MUST 9 SHIP ! SAVE 


al 


WITH INVINCIBLE STRENGTH, 
MIGHTY CAPTAIN MARVEL 
PUSHES THE CARGO SHIP 
OUT OF THE PATH OF THE 
SPEEDING TORPEDO... 


YIPE !COOLA 
COLA HONORABLE | 


BILLY SPEAKS THE 


| MAGIC WORD... AND IT'S THE ) 
THUNDER GRASHES/ 


) WORLDS MIGHTIEST 
y with [ll LiGHTNING FLASHES!| | | MORTAL... CAPTAIN 4 


aft of fa MARVEL ...TO 


| THE RESCUE / 
= 
gous 


(.. THEN TURNS 

THE SHIP ABOUT 
Mid AND RAMS THE 

NIPPONESE SuB / 


THAT TIN FISH 
IS ALMOST TO 

THE BOAT-HAVE 
TO ACT FAST... 


HE soldiers love ‘em, the sail- 
ors love ‘em. Kids love ‘em 
and adults love’em. Everybody 
loves ‘em—ESPECIALLY THE AD- 
VERTISERS WHO USE 'EM! 


What are they, folks? They're 


/ - 


dy Pie 02 ITS ALways 


HO!HO! J So WHAT? CAPTAIN MARVEL, YOU'VE DONE 
HARRY / LOOK WHO CARES 2) A GREAT SERVICE ! WITHOUT YOU 
WHAT HAPPENED» WE'VE GOT < THIS COOLA COLA WOULD NEVER § puecemse. 


FAIR WEATHER B 70 YOUR COOLA HAVE ARRIVED! , — the comics—the Fawcett Comics Group. 
a , WHEN GOOD FELLOWS oh DODGERS / fm COLAS ) THEMORALE OF | ¢ con Eight great comics magazines with more 
da \_ C&T TOGETHER....5) EP = THE MEN HAS than 4,000,000 BUYERS every month 


ich 


JUMPED TRE- }A 


MENDOUSLY / (you'll have to reach way high in your 


multiplication tables for readers — as many 
as 20 to a single copy!) 


= Fi And comics readers really read! Every 
> . page — editorial and advertising. Ask com- 
. ' La { =|" = ics advertisers—they know! 
e . =, 
he = Sa * engalt Whether you're selling beverages, beans 
ell = 57 nN na pv Mey / a — or biscuits, look into the FAWCETT COMICS a 
“/ AND AT THE BATTLEFRONTS =e GROUP and what it can do. 
TN Qiiwave GLAD 1) BE 
Inc. ) (AYS GL ‘ 
at OF HELP TO THEM! LD Mtawel 
ines ~ 
— ~ 


— 2 Vi Vay, a 
Unless %% ai 7 | [fad F “i 
ran =e 
nds fst \ . A _ 
of eco, ie 
ty Olling y — : 
nomic Z 2) _— 
£m; Y ‘ : 
late Li COOL -_ 
I ediats V, Pry 0 | 
48M of 1 l bag pe | _ 
— lo y a 
‘Olved.” , ' 
nted Z j 
insion aad AN 
tional = j . 
-@ OVer | i 
for | 3 ‘ zx ~— : So mt L ae 
mous a eT | a hy a 
‘aa —~ og Sa ae 2 i ! Ee i / ‘ oe : ™ \s = - 
aQapt. oa — a 2 
part of AT. -ONEDY USSU A a 5 _ 
‘anging pom IN Te Rates ZY ; cov | ; 
s their | F Gy v 
vanced. = , Y- v -” 
nterna. Si y af __ : ? 
ber of | ee i, pt ra) Q he ° a ‘A 
‘h, _~ FUL / Se Va \, = g ; so | ( ‘ 
1 under 4 AW . i, ( 77) iw fa . mo " ZA 7 
“Ease AC LAD 4 B\ / y dels ae, 
, S mS Z - $7. Z : 
pa Ee. a AGI a Pe NA — a 
™ ( e ; rs f in bie : " A — a 
i — P 7 NS H, : a ™N = 1 “oe 
1eTs a 4) ‘ : sale ae a ine) 
‘ountry . \ sa —ae —<“C% - ‘ 
O pre- yr y aR | . 
=~ = MSY _—— 
ourth, A 4 I ; 
OA Se =) 
> kun ay S mn a Kal 
cond : TT EE i aa 
various Ja Loe |" \ om eee! SS Se . 
" inter- fF an\ on \ a A Pn Es : = 
tments S — — © f —? Y eu, ae | my 
l over ~ = i besa i Se es ee ee . 
5 om / - a4 —s = ci ee re 
reeing, ae a A TORPEDO / aa 
icts of ; | a By S 
a ey - ; NI ie is 
( Ee a 4 ae - ‘ : 
v7 _ Pg ic fe bi - »: . Li" \ .= ; ' is \> 
ee! . Mae : , am er ‘ el AJ , A 7 
y with  # a. = a Ba ein WW WA aan ———— | 
rtford, t WS ee a: pn OVS OO er + . 
id ter- O —_— —— a i ; } xg -— — Cae _ 
i Co a / “e ge oo z “1 as 
Equip- 1] HSS \ —_—-~ | : a ae oS oe Ree ‘ wa pt _ 
James CS i= Bn bili Nigel a . : : (@) Sl : 
| man- = = - re a ae a 4 \ 
‘Y; po |, ae Bs : ms leit a . _ ee # , 
er ior . SE ins cubis - ec : eg a ~ ip : a 
farters Bn irs Pe _—* oe tf z : —=— a ie —_ i _ 
F ‘ ae , a = an VA a .< _ aw Pe” be _—_ (6 oe: SS : 7 i (A ‘ pt i 
: ~ : - mm ss " eas ai a? " ea a - 
ny me a a a - 7 Loe an 
a a ‘aie ee : a 
years a einen —_ = faee 
ae ee a iad  . | 
’ a- ve is a ad at we 
Tire & V LN ° Se = — : 
Th es te Aix ¥ § aaa 
F — | re i . S = 
dé ’ Al y ; a S - . ee 
udiser, AY? a - fe 3 aa Se oe 
Pe ye _ : \ si y -——_ ; NF ee, _ 
) Y atin.” ++= Noy 
, ee Se aK ! 
. ~~ — - —— a LI < ae ~— > 
= A 5 a = 
“i —— te —— “a 
A = aS wary 
, my af. <r = -< 
ty } s > —_ - —_ 
S | YY —" a ge 
Ye | Ui, ; WY “/ : 4 en a 
. ERAT THE BASE... ; es wen 
re ‘| — eee cha 
“i , 
7 te 
PA bd ’ . ‘et 
pan ~ : ” A 
4 
a EE A PNET. eee ke ee ee peo Be : 4 
“) = , a ae me? a i We 2 > ~ ie = oe oF eat ee i ei o> eo 73 re <4 , ont i 4 Wee 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1943, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago, II 
New York Office, 330 W. 42nd St., New York, 18 
Washington Editorial Office, 1226 National Press Bldg 


+ haetenes Tel. Del. 1337 
Tel. BRyant 9-6432 
Tel. REpublic 7659 


G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
©. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department 
S. R. BERNSTEIN, Editor 
WARREN L. BASSETT, Executive Editor; JOHN B. MILLER, Managing Editor; STAN- 
LEY E. COHEN, Washington Editor; MURRAY E. CRAIN, RALPH O. McGRAW, 
E. C. HALL, STEPHEN BOOKE, IRVING GENATT, and FRANK HICKS, Associates. 


Correspondents in All Principal Cities 
I 


Advertising Department 
Charles B. Groomes, Advertising Director. J. P. Dobyns, Manager Sales and Service. 
NEW YORK: Carl Doty, Eastern Advertising Manager; Eric Tomsett, Maurice F. Lunn. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. 


SAN FRAN- 


CISCO (4): Simpson-Reilly, Ltd., Russ Bldg., Max Hunter, Manager. LOS ANGELES 
(14): Simpson-Reilly, Ltd., Garfield Bldg., Walter S. Reilly, Manager. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers’ 
Association, Advertising Federation of America. 


Vol. 14, No. 43 


October 25, 1943 


10 Cents a Copy, $2 a Year 


10,000,000 Tons of Waste Paper 


More and more it is becoming 
evident, in discussions of the con- 
fused paper situation, that waste 
paper may prove to be the key to 
solution of the difficult problem of 
increasing supply and making un- 
necessary extremely radical cuts 
which are now threatening consum- 
ers of printing papers of all kinds. 

Pierre Loddengaard, manager of 
the technical department of the 
Bulkley, Dunton Pulp Company, 
told the Boren committee investi- 
gating the newsprint situation that 
10,000,000 tons of waste paper are 
destroyed in this country every 
year. He believes with many others 
that proper salvage and reproces- 
sing of this vast potential supply 
would go far toward eliminating the 
current shortage. 

Elbert Antrim, assistant business 
manager of the Chicago Tribune, 
and secretary of the Ontario Paper 
Company Ltd., a Tribune subsidi- 
ary, testified before the same com- 
mittee that it is entirely practical 
to reprocess old newspapers in the 
manufacture of newsprint, and that 
the newspapers of the country are 
fully capable of organizing salvage 
drives that would bring in all the 
material needed for this purpose. 
He estimated that at present less 
than a third of the waste paper 
available is being salvaged. 

A statement issued last week by 


the Bulkley, Dunton Pulp Company 
on this subject included the follow- 
ing significant report: 

“Mr. Loddengaard is convinced 
that by improving our methods of 
waste paper collection and by equip- 
ping some mills with de-inking 
machinery — the installation of 
which would be comparatively 
simple — the problem of newsprint 
shortage could be solved. Recon- 
verting newsprint would not inter- 
fere with the production of other 
kinds of paper, because available 
waste paper would be sufficient to 
cover all essential needs for paper 
board and newsprint if the paper 
salvage campaign was conducted in 
an efficient r ~nner,” 

This is exactly in line with our 
own opinion as to the quickest and 
simplest way of solving the paper 
shortage. Newspapers and maga- 
zines, with their tremendous stake 
in the maintenance of a paper sup- 
ply sufficient to enable them to print 
the editorial and advertising infor- 
mation needed and demanded by 
the American people, have the fa- 
cilities for getting in the waste 
paper, just as they have contributed 
to other salvage efforts. 

The technical problems involved 
can be solved—and the supply is 
waiting only for the necessary pub- 
lic appeals. Organized action is 
bound to get results. 


In the Consumer's Interest 


Dr. Lyndon O. Brown, vice-presi- 
dent of Foote, Cone & Belding, 
whose striking forecast of market- 
ing changes with which advertisers 
must deal in the post-victory era 
was summarized in the October 18 
issue of ADVERTISING AGE, made one 
statement which we think is worthy 
of comment because it reflects and 
summarizes the new attitude of 
business and advertising toward the 
public. 

“Advertising in the consumer’s 
interest will win the markets of the 
future,” said Dr. Brown, who added 
that advertising is coming out of the 
war with flying colors, and that the 
rise of informative and service copy 
puts it on an entirely new level 
with the public. 

This statement is not regarded as 
sensational today, because in recent 
years business has been moving 
rapidly in the direction of accept- 


ance of the basic principle that it} 


exists to serve the public. But it is 
well to stop and realize that this 
conception of the business function, 
including advertising, is relatively 
new, a fact which explains why 


some business and advertising poli- 
cies have not yet caught up with 
the modern viewpoint. 

We recently took off the book 
shelf a volume on advertising writ- 
ten only fifteen years ago by one of 
the outstanding figures in the ad- 
vertising world of that day. In it 
he expounded his philosophy of ad- 
vertising, and described many of his 
advertising successes. From a tech- 
nical standpoint much of this ma- 
terial is still valuable—but from the 
standpoint of public policy it would 
be regarded as outmoded and obso- 
lete. In his consideration of ad- 
vertising as a business tool, the pro- 
tection of the consumer’s interest 
was completely missing. Advertis- 
ing which was able to persuade the 
public to buy was approved on the 
basis of results, and results only. 

We think it is a remarkable fact 
that the typical advertising view- 
point of today would come close to 
coinciding with Dr. Brown’s pene- 
trating forecast. It is equally re- 
markable that such a statement is 
generally acceptable to hard-headed 
executives. 


POSTWAR PLANNING POSTPONED 


“Now stop pestering about having a helicopter after the war, junior—all your 
father's interested in is riding in his car again." 


Ad Criticizes Ad 


Torontoans reacted with the usual 
variety of emotions last week to the 
single-column copy reproduced 
here, in which J. J. Carrick bought 
space in the Globe and Mail to criti- 
cize the Canadian government’s use 
of advertising space in the Sept. 27 
issue of Time, but they were not 
particularly surprised. Col. Carrick, 


That Tomcat Ad 


(By J. J. Carrick.) 


Tomcat. 


Did you see the National War 
Finance Committee's Tomcat Ad in 
Sept. 27th issue of Time? Don't sup- 
pose you did, as Time has only about 
forty thousand circulation in Canada. 

It's a double page Ad, with nothing 
on one full page but a larger picture 
of the above Tomcat. 

And this Ad cost our Govt. yay. 
Advertising a Canadian War Loan In 
the Canadian edition of a U.S. Maga- 
zine is just piddling money away. 


P.S.—Canada wasn't even mentioned 


in the Ad. Nor did it give Tommy’s 
full name, Perhaps it’s just Tommy 
Tomcat. 


a former member of both the fed- 
eral and provincial legislatures who 
has apparently amassed a comfort- 
able fortune in mining and broker- 
age, is perhaps the only individual 
on the North American continent 
who is running his own private, 
consistent war-effort advertising 
campaign. He uses space regularly 
to appeal for books for the armed 
forces and to aid the sale of war 
savings stamps. The colonel has a 
definite personal stake in all this: 
he had two sons in service, one of 
whom was recently killed in Eng- 


land. 


ee ae 


Ad-libbing 


Culture Unlimited 


When Gimbel’s went into the art 
business in a big way with its sale 
of the Hearst collection, the New 
York store’s move caused a sensa- 
tion in merchandising circles. No 
department store, accustomed to 
running up sales volume on wo- 
men’s blouses at $1.39 and costume 
jewelry at 39c to $5, had ever be- 
fore attempted to cater to the 
whims of prospective purchasers of 
Grecian urns at $10,000 per urn, or 
Tibetan primitives at $50,000 per 
primitive. 

But last week, when Marshall 
Field & Co. used seven columns of 
newspaper space to offer a $500,000 
collection of paintings, the event 
caused scarcely a ripple in the do- 
mestic scene, even though the col- 
lection included Frans Hals’ “The 
Violin Player,” with a price tag of 
$40,000, and Corot’s “Ville d’Avry,” 
priced at $14,500. The collection 
was billed as “all at unusually low 
prices—150 paintings below $500 
each,” 


Jottings 

The Chicago Better Business Bu- 
reau, which has been receiving free 
newspaper advertising space in 
most Chicago newspapers for many 
years, has taken the initiative in 
suggesting to the newspapers that 
the advertising be suspended until 
newsprint becomes more plenti- 
. ae 

Scout Hunter Bell of Atlanta, 
whom some of you may more easily 
recognize as advertising manager 
of the Coca-Cola Company, sends 
us a novel advertisement from the 
personal columns of a local paper, 
which proves that newspapermen 
ought to make good advertising 
men. Says the advertisement: “Any 
early-bird motorist, milkman or 
vegetable vender; newspaperman 
needs daily ride Atlanta. If you pass 
Peachtree Battle Ave. and North- 
side Drive between 6:30 and 7 a. m., 
appreciate you phone CHerokee 
3506. If milkman, prefer you be 
through with deliveries. Will not 
help sell vegetables en route. Small 
pay and no chance for advance- 
ment. No references and very surly 
at such an hour.” ... 

The Wine Institute finds consider- 
able consolation in the fact that 
wine is one of the four beverages 
listed in the 850-word Basic English 
vocabulary. Other beverages in- 
cluded with wine in the classifica- 
tion of 400 “general things” are 
milk, soup and water. . 
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Information 
for 
Advertisers 


The following documents 


nay be 
secured without charge from he 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationay 
advertiser or advertising agen, 
executive writing on his busines 
letterhead. 
No. 2238. What’s Cookin’ in the 
Canning Industry? 

The Canner has issued this ap. 

alysis of the food packing industry 


showing the number and size of 
food packing concerns in the coyp. 
try, a list of some of the machinery 
and equipment they buy, and an jp. 
dication of the size and value of 
their annual packs. The editoria| 
scope of the publication is discussed 
along with a circulation statement, 
and advertising record. 


No. 2239. Color Systems. 


A description of the two major 
color systems, Munsell and Ostwald 
are offered in this booklet issued by 
General Printing Ink Corporation 
which also contains some data on 
“The Elements of Color,” by Faber 
Birren. 


No. 2203. M-Day for W-Power. 


Every day is M-Day for woman- 
power, says this brochure, issued by 
Ladies’ Home Journal, pointing out 
that whatever emergency arise; 
must be put up to the nation’ 
women for carrying through. The 
pages of the brochure show how 
the Journal has presented wartime 
issues to enlist women, and the suc- 
cess of the promotions. 


No. 2207. Democratic Leadership 
in Total War. 

In this booklet, Time reprints 
verbatim a speech made by Edward 
L. Bernays, public relations coun- 
sel, in which he names 25 of the 
“most influential leaders of the 
country.” Widened margins on 
several pages of the booklet repro- 
duce the pictures of these 25, wit! 
the information that 22 of them are 
regular readers of the magazine. 


No. 2221. WKBN Promotion 
Youngstown, 


‘Station WKBN, Youngstown, 0 
which increased its power to 5,000 
watts nighttime June 6, has issued 
this brochure reproducing its cam- 
paign announcing the change, along 
with the complete story of year- 
round program and station promo- 
tion. The pages of the brochure 
show illustrations of newspape! 
promotion, theater trailers, outdoor 
posters, mailings, dealer cooperatior 
and all the other devices used by 
the station. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 
The Philadelphia Evening Bulle- 
tin has issued its second survey 0 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products 3 
shown, with reasons put forth by 
non - users and typical commen’ 
showing consumer attitudes. 


No. 2202. 
racy. 
The Oklahoma Publishing © 
pany has issued this reprint «‘ ® 
series which appeared in the Dvily 
Oklahoman, Oklahoma City, as ‘= 
dicative of the type of mat! 
originated by Oklahoman andT'” 
staff members. 


No. 2161. Nippon—America’s 
Dangerous Enemy. 

The New York Mirror has is 
this brochure, reprinting a series ® 
articles which have appeared in ' 
columns, written by correspon 
who have lived and worked amoné 
the Japanese. Gathered together ™ 
convenient form for closer s' 
this material should help to ¢ 
considerable misinformation ®%4 
misunderstanding about the 
tives, strength and weaknesse* 
our enemy in the Pacific. 


in 


Sicily, Greece, Dero 
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Daddy, why 
dont you 
read to me 
anymore 7 


you used to read to me every night 
after dinner. Now you don’t come 
home for dinner a lot of times, and when 
you do come home you say you have too 


much on your mind, What do you mean, 
Daddy? 


How can I tell you, Son? How can 
I explain in terms you’ll‘understand? 


One day you’ll know, and when 
you do I hope it will be under cir- 
cumstances that make you think it 
was well worth while foregoing an 


installment or two of Superman or 
Bat Man. 


You see, toa little boy, war is large- 
ly a matter of fighting, of men in uni- 
form, of planes and tanks and ships. 


But this war is a new kind of war 
called total war. Before the soldiers 
can fight, we back home must build 
the things they fight with. And when 
they have won the victory, we must 
be ready to help bring to reality all 
the things they are fighting for—the 
right to earn a living, to make a de- 
cent wage, to own a home, to have 
a wife and children. 


Even while I struggle to turn out 
in ever greater numbers the weapons 
of war, I’ve got to figure and plan on 
producing for peace just as efficiently 
as I produced for war. For when 
peace comes, there will be 56 million 
people who want jobs. And our com- 
pany, along with other businesses 
and industries—and with agriculture, 
commerce and the professions—will 
want to provide them. 


I can shut the door of my office at 


ee a Pte: 
: TE Syl ER 
i we Be: 


five or six or seven or eight. But the 
problems that face me there won’t be 
shut in. They come home with me 
and sit at dinner with me and get 
into my dreams. They’re not the old 
problems of production and distri- 
bution and sales strategy—they’re a 
whole new set of problems. 


Can I, for example, count on a 
speedy termination of our war con- 
tracts when the time comes—and on 
termination provisions that won’t 
keep our capital tied up at the very 
moment we need it for reconversion? 


Can I look for some relief from 
the tax burden we now carry, as soon 
as the war is over, or must we adjust 
our costs, our prices and our plans 
to cover current high levels of taxes 
for years to come? 


Will government go into compe- 
tition with private business after the 
war—in government-owned plants 
built with government funds for war 
work? Or will government sell these 
manufacturing facilities to private 
business? 


Will we be able to get our em- 
ployees interested in contributing 


BUY MORE WAR BONDS 


labor-saving production ideas—the 
way they do now—without rousing 
the old suspicion that we are trying 
to cut down jobs? 


These are a few of the problems. 
And if they are properly solved and 
you have the same kind of opportun- 
ity that I had and your grandfather 
had, this country of ours can be 
greater than ever before. Whether 
that kind of opportunity is kept alive 
or allowed to perish rests in the 
hands of 135,000,000 people. Not 
for the first time in our history is it 
up to them to decide. 


Business Week is the one magazine in the news 
field devoted entirely to events as they affect bus- 
iness today. Not on sale at newsstands. Sold only 
by subscription as a business service. Published 


by McGraw-Hill, 330 W, 42 St., New York 18, 
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How would you answer this soldier’s query? LOOK 


will pay $2,500 in War Bonds as a first prize 
— $2,500 in other prizes —for the best 


Here’s an American soldier, one among millions. 


For the first time in his life, he is outside the borders 
of the country in which he was born. 


He is meeting strange people — hearing strange talk— 
seeing firsthand the results of strange preachings. 


He’s clear on one thing: This war must be won—won 
quickly—won finally and conclusively. 


Never again must brutal forces of aggression and 
cynical might be permitted to spread the oppression, 
the suffering, the destruction he has seen. 


He realizes, too, that he and his fellow countrymen 
must have a hand in making sure of this. That this 


country can never again retire to its storm cellar and 
let the storms of war sweep the rest of the world—thot 
no matter how much we might wish otherwise, we are 
henceforth bound to be affected by what affects the 
rest of the world. 


But What about Home? 


All the more reason, then, to be concerned about what is © 
happen at home. 


How can we help maintain a peaceful, law-abiding, smoot!)- 
running, forward-moving, freedom-enjoying world unless we 
first prove that freedom works smoothly here at home? 


So he wants to know what kind of country this can be made. 
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js it going to be a place where he can go back to his job or 
business and pick up the broken threads of peaceful advance- 
ment once more? 


Is he going to be rewarded for his part in winning freedom by 
an honest chance to build his own life, forge his own career, 
make the most of his own talents? 


Our great productive capacities have swiftly and miraculously 
mastered the job of keeping him supplied with his military needs. 
Are they going to be fully free to produce the multiplicity of 
good things that make up the richer, fuller life that has always 
been America’s goal? 


What use will we make of the new materials, new processes, 
new methods the war has developed? How shall we best capitalize 
on the huge volume of pent-up buying power the war has built, 
and the tremendous world market for American goods that is 
expanded with every fresh introduction of American men and 
American wares to foreign lands? 


What, if anything, is going to happen to our political system, 
our form of government? Will our returning warriors continue 
to live a sort of civilian GI existence under extended wartime 
regulations and controls, or can we clear the decks of all that? 


What postwar approach shall we take toward business—finance 
—labor—racial problems? What prize or penalty shall we put 
on individual initiative, personal get-up-and-get, human enter- 
prise and ambition? Do we need more laws or better laws, more 
government of the people or more government by the people, 
more organization of groups and “blocs” or greater respect for 
and teamwork among individuals? 


What Do YOU Think? 


Not all such matters can be covered in a single letter, 
naturally. 


But such are the things to be considered for the future. 


So what would you say if a fighting man of yours 
wrote home to ask what kind of country this could 
be made? What kind of letter would you write to 
make him see he’s fighting for something worth whiie 
as well as against something that must be destroyed? 


Write as You Think 


No “fine writing”’ is needed to win in this contest. Beautiful 


phrases and slogans mean less than sound, honest thought, simply 


and plainly expressed. 


LOOK wants your own ideas, your own words, your own honest 
picture of the America that is coming. 


Start thinking about it now. Read the simple rules. Then sit down 
and write your answer to this soldier—right away. 


RULES OF LOOK’S “LETTER 
TO A SOLDIER” CONTEST 


1. Any American citizen, native- 
born or naturalized, may enter this 
contest except employes of LOOK 
and members of their immediate 
families. 


2. All entries must consist of re- 
ply to the soldier’s letter, in gen- 
eral answering the questions he 
raises. 


3. Entries may be of any length 
up to 2,500 words, not counting 
salutation and signature. 


4. Fancy presentation is barred. 
Only letters written legibly or 
typed neatly on plain paper will 
be considered. 


5. Simple words and specific 
thoughts count most. Generaliza- 
tions and vague phrases, no matter 
how impressive, hurt your chances. 


6. Tricky new schemes for run- 
ning the country and the world 
are not sought. First prize will go 
to the letter which, in the judges’ 
opinion, most clearly and simply 
states the ideas of most Americans, 
as reflected in the entries. 


7. LOOK reserves the right to 
publish any prize-winning entry, 
which becomes the property of 
LOOK Magazine on payment of 
the prize. LOOK also will pay, at 
regular editorial rates, for any en- 
try it considers worth publication, 
even though it fails to win a prize. 


8. Any contestant may make as 
many entries as he or she wishes, 
but only one entry by any one con- 
testant will be considered for an 
award. This will be the entry 


which the judges regard as the 
best received from that contestant. 


9. Don’t worry about spelling, 
punctuation, etc. LOOK will not 
edit your entry or change its 
thought, but will correct any obvi- 
ous misspelling or lapses in punc- 
tuation. 


10. Entries from points within 
continental United States must be 
mailed no later than midnight 
December 15, 1943. From outly- 
ing possessions or occupied terri- 
tory, entries must be mailed no 
later than midnight of December 
31, 1943. 


11. The decision of the judges 
will be final and all entries be- 
come the property of LOOK. In 
the event of a tie, prizes of equal 
value will be awarded. No entries 
will be returned. 


12. PRIZES: Prizes will be 
awarded on a national basis with- 
out regard to regions. They will 
total $5,000 and this will be ap- 
portioned as follows: 


Grand Prize. . . $2,500 
Second Prize . . 500 
Third Prize. . . 300 
Fourth Prize. . . 200 

Fifth to Nineteenth 

Prizes, inclusive . 100 each 


13. The editors of LOOK will 
act as judges. Names of winners 
will be published in LOOK and 


winners will be notified by mail. 


14. Address letters to LOOK’s 
Contest Editor, 511 Fifth Ave., 
New York 17, N. Y. 


A NEW ISSUE 
ON SALE AT 
YOUR NEWSSTAND 
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WPB Opens Drive 
Urging Re-Use 
of Containers 


New York, Oct. 20.—To alleviate 
the critical shortage of packaging 
and shipping containers, the con- 
tainers division of the War Produc- 
tion Board at a meeting here this 
week launched a nationwide pro- 
gram built around the conservation 


and re-use of all types of containers. 

Nearly 1,000 business men of local 
industry attended the meeting, the 
first of six to be held in various 
cities between now and Nov. 2, to 
obtain cooperation of manufacturers, 
wholesalers and retailers. 

With production of all kinds of 
containers running between 15 and 
25% behind consumption demands, 
E. F. Tomiska, chief of the WPB 
container division, said that the ex- 
tent to which his agency will issue 
further orders curtailing the use of 
containers will be determined by 
the economies effected by business 
and industry through re-use of such 
packaging. 


Manpower Is Chief Concern 


Asserting that the chief problem 
in fiberboard containers is man- 
power, Mr. Tomiska said men have 
left the pulpwood industry to take 
jobs in higher-paying industries. 
While there are enough facilities to 
convert the pulp, there is not 
enough pulp and waste paper to 
feed the mills, he declared. A fur- 
ther increase in the glass industry’s 
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facilities are working at 100% of 
capacity. 

“However,” Mr. Tomiska pointed 
out, “we cannot rely on this in- 
creased output alone to answer the 
problem. Nor can we hope to get 
the same number of unit containers 
in wood out of the same tonnage we 
had before—because every con- 
tainer which is shipped overseas has 
to be much heavier than domestic 
containers. Savings in fiberboard 
containers due to the restrictions in 
Limitation Order 317, issued last 
week, will amount to 5% of the 
paper fiberboard we have been 
using.” 

Containers may be re-used as long 
as they are fit for re-use, Frank J. 
Haynes, assistant director of the 
containers division, said, At the 
same time he cited the case of a 


facilities during 1944 is expected,/sion may be obtained for those 
although at the present time these! manufacturers who wish to bring 


gum manufacturer who recently 
asked his jobbers to return the cor- 
rugated paper cartons in which his 
product is packed, offering five 
cents per carton for shipments of 
100 pounds or more, as fitting in 
perfectly with the objectives of the 
program. 

Assistance of the containers divi- 


their plans into conformity with 
Office of Price Administration poli- 
cies. Trade groups may also secure 
assistance from the division in ob- 
taining clearance on price aspects of 
similar offers from the Department 
of Justice, Mr. Haynes said. 

By splitting corner stays or break- 
ing gummed tape binding most 
paperboard boxes can be conserved. 
They should be packed flat for re- 
shipment to suppliers, he suggested. 
In filling mail orders, he added, re- 
tailers should use second-hand con- 
tainers as far as is possible. 


CANDY MAKERS 
ASKED TO AID 


Chicago, Oct. 19.—A specific pro- 
gram for conservation of corrugated 
and paper board containers was re- 
leased yesterday to more than 1,200 
candy manufacturers and members 
of allied industries by the National 
Confectioners’ Association. 

In an accompanying announce- 
ment, NCA executives stated, “The 
confectionery industry, along with 
other industries which use corru- 
gated containers, has been asked to 
effect savings wherever possible in 


the use of this type of container. 


{ 


So it is that the local newspaper — 


Local War Il 


Salamaua is off in the vague somewhere, 


but the boy who shot up the Japs there 
lives across from the movie house on 
Main Street. 


His Dad has three flat tires on the 
delivery truck needs replacements to 
keep his business going. A neighbor 
wants to know, can she get extra sugar 
for canning. A farmer four miles out 


says it’s getting dark sooner, can he get 


coal oil for two lamps. A laborer with a 
big family says they've used all the shoe 
coupons and he'll be working in his bare 
feet pretty soon. 

The war is pressingly local to these 
people. A great deal of their war news 
is essential, vital local news. It is news 
that only the local newspaper has the 
knowledge and background and under- 
standing to put in print for them. 


, bar g s 
;.* "oy ae ‘ 
: ey Li ee 


circulation a few hundred, a few thou- 
sand, or many thousand — disseminates 
informative news today that is so neces- 
sary to the morale of its community. 
Add the communities together that face 
and solve their local problems because 
they understand them and you have a 
fighting nation that is winning its fight. 
° ° ° 

In Philadelphia, The Evening Bulletin 
is the local newspaper of 4 out of 5 
families. It has a circulation in excess of 
600,000. It is the leading Philadelphia 
newspaper —has been the leading news- 
paper for 38 consecutive years. 


*Buy more War Stamps from your newspaper boy 


In Philadelphia—nearly everybody reads The Bulletin 
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“v0, 


WPB Chairman Donald M. Ne 
has warned manufacturers that th, 
situation regarding all types ,; 


, : — con- 
tainers is so critical that a con on 
tion program must be put int; effec 


so that the available supply may }, 
stretched to cover the needs of th, 
manufacturers.” 

The program which calls {, 
operation between jobbers, distrjp. 
utors and manufacturers aims at the 
re-use of containers and will serye 
to assist confectioners in making the 
reduction in paper usage asked by 
the WPB. Unless an over-al! cam. 
paign is effective, according to jn. 
formation received by NCA, it may 
be necessary to reduce the amount 
of containers available to confee. 
tioners by 20%. 

All confectioners are being sup- 
plied with a carton conservation 
program kit which includes the ap. 
nouncement of the necessity fo, 
such a program; a suggested lette, 
to be sent to all jobbers, distributors 
etc., by the manufacturer; a copy of 
a printed “Save This Carton” circy. 
lar which is to be included in car. 
tons or with firm correspondence: 
and a pattern for a wooden carton 
opener. 


Kastor Promotes Green 


Benjamin J. Green, who has been 
assistant manager for the past five 
years, has been appointed manager 
of the radio department of H. Ww, 
Kastor & Sons Advertising Com- 
pany, Chicago. He succeeds Edward 
M. Aleshire, who has been commis- 
sioned a lieutenant (jg) in the 
Navy. Hal James continues in 
charge of radio in the agency’s New 
York office. 


Joins Coast Agency 

Mary E. Hussong has joined Bots- 
ford, Constantine & Gardner, San 
Francisco, as head of food advertis- 
ing and promotion. Miss Hussong 
is the author of magazine articles 
on food and home subjects and was 
formerly an account executive of 
Fuller & Smith & Ross, New York. 


Joins Bulkley, Dunton 


Stephen Goer] has joined the New 
York office of Bulkley, Dunton Pulp 
Company as advertising and pub- 
licity director. He was formerly 
with Young & Rubicam. 


CITY 


IN | 


Management’s forecast of 
sales for November gives NE 
BEDFORD, MASS. an increase o! 
14.5% over November 1942 rank- 
ing us 5th among all cities in th: 


New England States. 


Sales 


This stable market of over 208,00) | 
people deriving their income fron 
diversified industry, plus Agricu! 
ture and Sea Food is not only pro* 
perous now, but offers post-wa 
stability that will reward early cu! 


tivation. 


THE RECORD SHOWS 


Bank deposits July 1943 
$109,191,521.00 
31% more than 1939 


Payrolls 170% above 1939 and 19° 


above 1942 


Retail Sales 64% above 1939 
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nager Fred Perkins or Charlie Buxton, the name doesn’t matter—nor whether he 


ward owns the biggest store or runs the barber shop. Public affairs stack up big in 
1 the the towns and small cities. If every citizen isn’t a font of political wisdom, 


at least he has ideas and airs them. Life in smaller localities breeds social 
and political consciousness—one reason why such places produce more em- 


San inent people than any other parts of the country. 

tice PATHFINDER, America’s oldest news weekly, is published for that one 

York. great population group. [ts headquarters are in Washington, close to Capitol 
Hill and all Federal departments. Under the leadership of Graham Patterson, 

Pulp Publisher, and Robert West Howard, Editor, its editorial staff is made up 

netly of men with wide experience in reporting and analyzing the trends which 


— affect the whole country ever more closely. 


Today PATHFINDER has an intensely loyal readership among 400,000 
subscribers. And with its operating control in the able hands of FARM 
JOURNAL, its editorial influence is being widened, it is being printed on 
better paper, and its format has been modernized. It offers a direct line to 
the towns and small cities where 62% of the population lives and. where 
more than half of the country’s retail stores are located. 


With its present low advertising rate of $800 per page, PATHFINDER 
is a splendid advertising investment. It is the one periodical read one hundred 
“ per cent in the richest potential, but least effectively covered market in 


* the country. 


: PATHFINDER 


oF | News weekly from the Nation’s Capital a 
al | PATHFINDER BLDG. WASHINGTON, D.C. - 


ADVERTISING OFFICES: 


Philadelphia. . . . . . 230 West Washington Square 
Washington, D. C. . Pathfinder Bldg., 2414 Douglas St. 

: New York ... . . . Room 2013, Graybar Building 
| Chicago . . . . . Room 2101, 180 N. Michigan Ave. 

| Detroit . . . . Room 5-267, General Motors Building 
. Seattle . . . . . W. F. Coleman, 1037 Henry Building 
San Francisco . . W. F. Coleman, 300 Montgomery St. 

Los Angeles . . . . W. F. Coleman, 530 W. Sixth St. 
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Increased Budget 
Urged at 3-Day 


Coffee Conference 


Step Up Maxwell 
House Promotion 
in Publications 


French Lick, Ind., Oct. 20.—The 
coffee-producing countries sponsor- 
ing the Pan American Coffee Bu- 
reau—Brazil, Colombia, Costa Rica, 
Cuba, Dominican Republic, El Sal- 
vador, Mexico and Venezuela—were 
praised here this week at the clos- 
ing session of the National Coffee 
Association’s three-day war con- 
ference for the accomplishments 
achieved by their coffee promo- 
tional campaign in the United 
States. 

A resolution was introduced urg- 
ing these countries to increase the 
budget for coffee promotion in this 
country from five to ten cents per 
bag. The resolution pointed to the 
serious problems which were cre- 
ated during the coffee rationing 
period in emphasizing the need for 
an_ increased appropriation. 

At the same time, J. Rosenthal, of 
the joint coffee promotion commit- 
tee of the Pan American Coffee 
Bureau and the National Coffee As- 
sociation, told the 350 delegates that 
widely publicized reports claiming 
coffee consumption fell off drastic- 
ally with the elimination of coffee 
rationing were false. 

Heavy coffee promotion is neces- 
sary to recover completely the pre- 
rationing levels of consumption and 
to regain the upward prewar trend, 
Mr. Rosenthal said. He pointed out 
the need for concerted effort among 
the coffee industry to inform con- 
sumers of the benefits, as well as 
the pleasure to be derived from 
coffee drinking. 


Copy Slants Suggested 


In addition to the current long- 
range advertising theme of the Pan 
American Coffee Bureau, “Have An- 
other Cup,’ 


an expansion to tell consumers why 
they should have another cup, and 
to promote coffee as the all-occa- 
sion, all-American beverage. 
Discussing the problem of retail 
merchandising of coffee, E. E. Seeck, 
president of the Cook County Food 
Dealers Association, urged the in- 
dustry to be of assistance to war 
workers and wartime meals by in- 
forming consumers of the value of 
coffee in lunch boxes. Coffee pro- 
vides necessary stimulation when 
persons are working at top speed 
under nervous strain, and coffee in 
war workers’ lunch boxes will prove 
helpful toward increases in pro- 
duction, he said. 

M. C. McGuckin, president of the 
Ohio Restaurant Association, asked 
the coffee industry, in the interest 
of better coffee service in hotels and 
restaurants, to make comprehensive 
studies toward deciding on methods 


of brewing coffee, agreeing upon 
standard coffee-brewing devices for 
every restaurant need, and to sup- 
erintend the manufacture of these 
devices. 

Presenting the problems of house- 
wives in brewing coffee, Katharine 
Fisher, director, Good Housekeep- 
ing Institute, urged the industry to 
abandon destructive competition in 
its advertising—a practice which 
causes confusion among consumers. 
She asked that the industry adopt 
a uniform standard of measurement 
when brewing coffee, agree on some 
coffee - making device which is 
simple and fool-proof, and further 
advise consumers of the very im- 
portant relation of freshness to 
flavor. 

The conference instructed its of- 
ficers to make every effort to secure 
an extension under the foreign 


service law which would permit 


Paul C. Daniels 
United States representative and 
chairman of the Inter-American 
Coffee Board, suggesting that if this 
were to prove impossible the officers 
of the Association should urge the 
Secretary of State to continue to 
make Mr. Daniels’ wide knowledge 
and seasoned judgment in coffee af- 
fairs available to the coffee-produc- 
ing countries and to the United 
States in some diplomatic post. 

George C. Thierbach, of San 
Francisco, was reelected president 
of the National Coffee Association, 
and George Robbins, California 
Packing Corporation, vice-president. 
All other officers and directors of 
the association were reelected. 


G-F STARTS CAMPAIGN 


New York, Oct. 19.—Latest major 
coffee advertiser to return to pub- 
lication advertising in a big way is 


to continue as 


Advertising Age, October 25 


General Foods Corporation, hich 
has launched a nationwide 


paign for Maxwell House. “an 
color pages in The Amvricay 
Weekly, This Week Magazine ang 
The Saturday Evening Pos: are 
being employed, in additi to 
1,000-line copy in about 50 pewe. 
papers in key markets acros. the 
country. 

According to the agency, the re. 
sumption of advertising on its pres. 
ent scale will continue indefi;, ‘¢}, 
unless shipping conditions uid 
once again interfere with <offee 
imports. Last year dwindling coffee 


supplies caused General Fo: to 
make drastic retrenchments its 
advertising schedules, both pu)! 


iCa- 
tion and radio. “Maxwell ~ 


House 
Coffee Time” was changed to ‘Pog; 
Toasties Time,” and its program jp 


behalf of Sanka was canceled 
When tin cans became scarce the 


“ 


’Mr. Rosenthal suggested | 


First 


in Washington's 
Second Market! 


the News- 
Tribune leads the second pa- 
per by 50% in circulation— 
leads in General Advertising, 
in Retail Advertising, in Total 


Advertising. 


In Tacoma, 


. The News Tribune carries 
more Retail Advertising— 
more Total Display—more 
Total Advertising than any 
other daily newspaper in 
the state of Washington 
except the Seattle Times. 


™News 


Tribune 


Tacoma 
Washington 


Represented by 
Lorenzen & 
Thompson, Inc. 


ing more to share with the boys in service. 


Pt all 


us how to conserve, produce, and share our food. 


. 


“Thanks to Better Homes & Gardens 
we learned to do those things 
months ago! 


WO and a half million other American women will agree with me. 


Long before rationing of food, Better Homes & Gardens was showing 


aed 


“As far back as February, 1942, Better Homes & Gardens was telling us 


about the wartime necessity of extenders to make our meat go further—leav- 


“We've learned how to conserve food, with articles like 24 Tips on Food- 


| Saving. Then, not only this spring, but every spring, Better Homes & Gardens 


us how to preserve that food after harvest. 


“With that help, why shouldn't we p/ay square in our food purchases! We 
know how to make every bit of our food fight for freedom—thanks to Better 
Homes & Gardens.” 


has helped us produce in our food gardens. This year especially, it has shown 


- 


America. 


q he 


* thanks to 
Better Homes & Gardens”’ 


With food shortages becoming more and more acute, families 
everywhere have more and more reason for voicing that senti- 
ment as they become more dependent on its pages for help. 
Better Homes & Gardens devotes not only a higher percent- 
age of its editorial content, but also more editorial lines, to the 


preparing and serving of foods than any other magazine in 


America’s 


Family-Service 


HomG Magazine 
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1943 Advertising Age, October 25, 1943 
hin : ry gave Maxwell House a | 
— nite : promotion shot featuring Zemo Launches Says Tea Trade 
a whe coffee in glass jars (AA, April Newspaper Drive M tP h S ] 
pols 13, 42). on yo se — An —a newspaper ya us us aies 
, eponsors Fanny brice- -|paign using newspapers wi e 
po ae ver the NBC network for|jaunched Oct. 18 for Zemo, product Pe oN Lows hay pO f yond 
7 Maxwell House, and until its pres-| of E. W. Rose Company, Cleveland. at ceaaeh Gaal fox aoe . tae -¥ 
ng ent resumption of national advertis-| A selected list of magazines and Be ‘a a Ww ve! any & yp ex. 
the ing publications, placed small,| Sunday magazine sections will also othe T 3 ’ age a tod in 
; consistent newspaper insertions for! be used. of the tea bureau, pa ated in 
‘a. the product to keep the brand name} [Insertions are scheduled to run| Pointing to continued allied ship- 
res. pefore the public. several times a week in each paper | Ping gains, resulting in the govern- 
tely Benton & Bowles is the agency. until April, with copy emphasizing ment's last order authorizing an 
n ae ae pica “Week Ser = Se lxeoes eis soe 
, . . irritations. rwin, Wasey 0., ,V00, 
a Hill, Tinker Join JWT New York, is the agency. year. l 
ao = ea Witkse and Waved Tr ae sc Aa Gudaten i that with. the , By 
; ew ie rs 
- te. has joined the publicity staff Appoints Representative the full teacup to American tables, 
Hous of J. Walter Thompson Company, The Republican, Phoenixville, Pa.,| the tea industry would be faced 
p se New York. John Hepburn Tinker, | has appointed Wm. Neville & Asso-| for the first time since U. S. entry 
oom formerly with McCann - Erickson | ciates, Philadelphia, as its national| into the war with the necessity of 
—— and N. W. Ayer & Son, has joined | advertising representative for the| readjusting itself to an active con- 
ce the JWT as an art director. Philadelphia area. sumer market. 
— — 


_the country in sufficient quantity,” 


| be accomplished very soon, prob- 


tei" 


“Supplies of tea are now entering 


he explained, “to insure an early 
return to the normal consumption 
rate of 100,000,000 pounds annually, 
civilian and military combined, and 
the trade is confident that this will | 


ably within three months.” 

He explained that the present 
authorized consumption rate of 
75,000,000 pounds annually for 
civilians, even without the expected 
further increase, would make it 
possible for retailers to rebuild 
shelf stocks and place tea once more 
on display, automatically creating 
the necessity for the trade to read- 
just itself to the improved condi- 
tions. 

He said that while the Tea Bureau 
had not yet formulated any definite 
plans for accomplishing this return 
to active markets, it is as aware as 
is the rest of the trade, that such 
action would probably be called for 
early in the year. 


Personna Blade 
Appoints Wesley 


Personna Blade Company, manu- 
facturer of Personna razor blades, 
has appointed Wesley Associates, 

New York, for its advertising, pro- 
motion and publicity. 

The schedule includes insertions 
in 150 newspapers in 140 cities and 
in nine magazines, as well as a con- ’ 
tinuation of the radio time. Special 
“Overseas Christmas Gift” adver- 
tising is now in progress in news- 
papers, and a Christmas campaign, 
featuring a gift box and the new . 
Personna blade mail (a combina- 
tion letter and gift of 10 Personna 
blades) will be launched in news- 
papers, magazines and radio about 
Nov. 1 to augment regular advertis- 
ing. 


Campbell in New Post 
Pat Campbell has been appointed 


PRODUCE 
AND 


CONSERVE 


AND 
PLAY SQUARE 
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director of public relations for the 
Don Lee Broadcasting System, 
Hollywood. Mr. Campbell has been 
in direct charge of all World Broad- 
casting System’s activities through- 
out 11 western states for the past 
18 years. 


Joins Buchanan 

Helen Bond, formerly with Cowan 
& Dengler, has joined the media 
department of Buchanan & Co., New 
York. 


Lhe Mississippi’ Gadi @oast 
IS IN WWL LAND! 


And So Are 10,000,000 Customers! From Five Different States! 


MOST OF MISSISSIPPI, including the 
entire Mississippi Gulf Coast, is yours— 
along with parts of four more Deep 
South states—when you buy WWL. 


A CLEAR CHANNEL, 50,000 watt sig- 
nal has won WWL a prominent place 
on the dial of every radio in the Deep 
South! To blanket 
market, you need 


this prosperous 


~NEW ORLEANS 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 
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Private Lines 


Recent coal strikes have revived 
talk of a coal rationing program this 
winter. At OPA the subject is 
viewed with distaste, for very little 
of the paper work for such a pro- 
gram has been completed. In some 
quarters it is estimated that three 
months would be required to set up 
an equitable coal rationing system, 


THIS WAR, TOO, MAY END 


Zire Bape 


You will have an immediate, 


ready-to-go market for your 


products if you get into the 
booming Diesel Industry NOW! 


whit you eats 
COU help yoo lt 


joy DIESEL PROGRESS 


and by that time winter would be 
half over. Unless the situation be- 
comes critical OPA will favor dealer 
controls and other voluntary ration- 
ing tricks at the distributor level. 

* a * 


War agencies are having person- 
nel trouble again, with Jim King, 
OPA’s new information man already 
out, and Steve Fitzgerald, Palmer 
Hoyt’s assistant in the OWI do- 
mestic branch to leave shortly. Mr. 
King left after disagreement with 
Chester Bowles over OPA’s infor- 
mation setup, while Mr. Fitzgerald 
has taken a war job, reportedly with 
Bell Aircraft in Buffalo. The de- 
pleted WPB information staff is 
losing men too. Latest to go is Har- 
ris Stinnett, recently in charge of 
the carefully read monthly produc- 
tion reports. He has an NAM pub- 
lic relations job. 

oo co 

The Department of Commerce is 
now working on a report on pro- 
ducer relationships with their dis- 
tributors in wartime. The report 
will show that traditional merchan- 
dising setups are surviving war 
shortages. 

ee 

If the Bankhead bill emerges from 
the Senate banking and currency 
committee—and it has a good chance 
—it probably will be changed to 


provide for other media on a local 
basis. Republican committee mem- 
bers would also like a provision re- 
quiring bi-partisan approval of copy 
to insure that “incumbents” get no 
publicity from government advertis- 
ing during the 1944 election cam- 
paign. They refer, of course, to the 
Treasury 3rd War Loan advertise- 
ment picturing President Roosevelt. 


The scrap between the Army and 
the Comptroller General may soon 
settle general accounting office ef- 
forts to disallow public relations 
charges in cost plus fixed fee con- 
tracts. If the Comptroller General 
tries to throw out these items, which 
have been recognized previously, 
War Department officials promise 
they will fight back, and amend con- 
tracts if necessary to insure that 
trade and technical advertising costs 
are included among administrative 
costs. 

* ue * 

War bond advertisements during 
the 3rd War Loan drive were smal- 
ler on an average than previous 
drives. Nevertheless, preliminary 
reports indicate that 70,000 adver- 
tisements were printed, about 50% 
more than the 2nd War Loan drive, 
so officials are confident the Treas- 
ury topped 100,000,000 lines. 

* ae 


A third session may be held late 
in November or early December of 
the packaging course for industrial 
personnel given by the Forest Prod- 
ucts Laboratory at Madison, Wis., in 


cooperation with the American 
Management Association. A total of 
128 men representing 79 companies 
attended the two previous five-day 
courses given during September. 
The course, based on similar train- 
ing given Army and Navy person- 
nel, stresses Army-Navy specifica- 
tions for export packaging and re- 
quirements of domestic shipments. 
e * * 

No announcement has been made, 
but at least one advertiser has been 
assured that social security payroll 
deduction figures will be made 
available for states, and possibly 
even counties, within the near 
future. The figures, if released, 
would be of tremendous signifi- 
cance to marketers in gauging em- 
ployment and wage levels. 

* oo * 

There were a couple of new 
pieces of Schenley business loose as 
of late last week, when Foote, Cone 
& Belding politely but firmly re- 
quested the distiller to arrange to 
place its Cream of Kentucky and 
Golden Wedding business through 
some other agency. Report has it 
that a new version of the manpower 
problem was the immediate cause 
of the resignation. 


Withdraws FCC Petition 


James W. Woodruff, executive 
manager of Station WGPC, Albany, 
Ga., has withdrawn his petition to 
the Federal Communications Com- 
mission to move the station to West 
Point, Ga. 


Commu 


Rural Free Delivery renders a great service to 


farmers and to others in outlying sections by 


bringing them essential mail once a day. Another 


achievement in communications is radio, avail- 


able everywhere as a round-the-clock service. 


The stations of Westinghouse, in primary areas 
alone, serve territories of eighteen million people 
on an average of nineteen hours a day, seven days 


a week. Bringing them last-minute news in a 


world aflame. Giving them the music of the mas- 


nications worth € 


ters to calm war-weary nerves. Putting drama and 
vaudeville into their living-rooms, direct from 


Broadway and Hollywood. 


Not least in this service rendered by radio are 


messages about merchandise 


are proud to put their names on both the product 
and its advertising. Westinghouse Radio Stations 
Inc is glad to be an important link in the world- 
chain of radio communications and to offer, 
among other things, Westinghouse Response 
Ability to worthy advertisers. 


WESTINGHOUSE RADIO STATIONS Inc 


@ vowe *WGL* WBZ* WBZA* KYW* KDKA 


from houses that 


Advertising Age, October 25, i949 


Ernie Pyle Quote 
on Chocolate Used 
in Nestle Copy 


New York, Oct. 20.—Some 
ago Ernie Pyle, Scripps-H: 
writer covering the European 


ime 
ard 


Dat- 
tlefronts, wrote in one of hi mo 
umns that “When our infantry go¢, 
into a big push each man gets ‘hree 
bars of D-ration chocolate, e: ough 


to last one day. He takes no othe; 
food.” 

And it was this paragraph in his 
column, significant to Lamont, Cor. 
liss & Co., selling agent for Nestle’s 
and the agency, Cecil & Presbrey’ 
which kindled the spark for ay 
advertisement explaining Nestle’; 
shortages more forcefully than any. 
thing heretofore attempted. 

The four-color advertisement, 
appearing in The American Weekly, 
Life, The Saturday Evening Post 
and This Week Magazine, shows 
Ernie Pyle (who recently returned 
to New York) seated in a tent 
somewhere at the front, paper in his 
typewriter, about to begin one of 
his daily reports. “Ernie Pyle 
writes a column for the folks back 
home,” says the line above the 
illustration, with the following cap- 
tion heading the copy: “U. S. troops 
fight on chocolate diet.” 

The opening paragraph then re- 
prints the correspondent’s words 
telling of the D-ration chocolate 
given each man about to go into 
a big push, and follows with the 
usual text on why shortages of the 
product exist. 

The advertisement also carries a 
panel in which is portrayed the 
Army Medical Corps working on a 
fallen soldier at the front. “Give 
your blood,” says Ernie Pyle, and 
here again excerpts from one of the 
writer’s columns are reprinted, in 
which he urges folks back home to 
donate blood. 

The agency strongly emphasized 
that the advertisement is by no 
means intended as any endorsement 
of the product by Ernie Pyle, and 
that using his picture, permission 
for which was granted by Scripps- 
Howard, with excerpts from his 
columns, is intended purely as a 
public service and devoid of any 
commercial attachment. 


Made Hollywood Manager 


Robert Clark Coleson, radio pro- 
ducer formerly with the War De- 
partment bureau of public relations, 
has been appointed manager of the 
new Hollywood office of N. W. Ayer 
& Son. Mr. Coleson will produce 
the new half-hour United Air Line: 
program, “In Time to Come,” which 
goes on the air beginning Oct. 31 
over the Pacific Coast network of 
CBS. 


Launches Canadian Drive 


The Florists’ Telegraph Delivery 
Association has launched a cam- 
paign in selected Canadian daily 
newspapers to appear once a month 
until July. Grant Advertising, Nev 
York, is the agency. 


WINSTON-SALEM 
is 


BUSY 


—and that's not an unusual ste‘e- 
ment about this bustling No 
Carolina metropolis made up 
109,833 folks living within fifteen 
minutes of the downtown sectic 


a 


3 


—what is unusual about Winsto»- 
Salem, however, is that there 5 
no "boom" here. The growth ‘s 
natural and has been going ©" 
for many years. 


—there's a ‘'new'' picture ©! 
Winston-Salem coming up. Pe 
rolls ‘way up! Population » 
Cash to farmers being paid © 
in millions for tobacco! Indus? 
employing more people than eve - 


—interesting is Winston-Salem 
"dope" for advertisers and ses 
managers. Get the facts. 


=x —~- 


va 


Journal and Sentine! 
in Winston-Salem, North Carolin 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 
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What the NEWS 
is doing to 


SAVE NEWSPRINT 


EDITORIAL 


... Features Omitted 
News Index 
Handwriting 
“How He Proposed” 
Embarrassing Moments 
Beauty & Love Answers 
True Story illustrations 
Deathless Deer 
Comic notices 
Short Story 
Rector’s Recipes 
Book Reviews 
Poems You Ought to Know 
Aesop's Fables 


Other Features Condensed 


... Sunday Roto & Comics 
Reduction of: 
Comic Section to 12 pages 


Country Roto to 8 pages 


MECHANICAL 


Reduction in: 
Comic paper weight 
Roto cylinder cut-off 
Waste 


Sunday News price raised to 
1o¢ in 34 states and Canada 
Unsold papers and returns 
drastically reduced 


Distribution curtailed 


ADVERTISING 


All but national advertising 
omitted from Daily Country 
circulation 

Reduced advertising in Sunday 
Black-and-White Country 
edition 

Total number of pages reduced 


Classified advertising 
discontinued 

Curtailed advertising wherever 
possible in all sections of 

‘The News 


RESULT: In 1943 The News will 
use approximately 19,000 tons 
less newsprint than in 1941. 


NEWS BUILDING, New York « TRIBUNE TOWER, Chicago + 155 MONTGOMERY STREET, San Francisco Leral 


LET’S 


IN THE WELTER OF TALK about “newsprint 
quotas” and “appeal tonnage’, the — funda- 
mental purpose of newsprint conservation 


order L-240 is sometimes lost sight of. 


The obvious intent of the order is to save 
newsprint — to reduce 1943 newsprint con- 
sumption below 1941 consumption. 


The News has complied with the spirit and 
letter of this WPB order. We believe our 
record of actual tonnage saved is among the 
best of all American newspapers. Let's look 
at the record: 


NEWSPRINT SAVINGS RECORD OF THE NEWS 


TONS SAVED PERCENT SAVED 
causiniten) cénmpurren 
Ist Quarter 1,671 3.46% 
2nd Quarter 3,308 6.37 
3rd Quarter 4,301 9.03 
First 3 Quarters 9,280 6.27 
4th Quarter—estimate 9,747 16.46 
Total, 1943 vs 1941 19,027 9.19 


In the first three quarters of 1943, The News 
actually reduced tonnage to 9,280 tons below 
our 1941 consumption. The estimated fourth 
quarter saving is 9,747 tons. ‘The newsprint 
we save in 1943 would print more than 127,- 
000,000 copies of 44 page regular issues of 
the Daily News! 


Although The News has applied for appeal 
tonnage in some quarters, to protect our com- 
petitive position, The News has used only 
part of the WPB grants. Again, let’s look at 
the record: 


APPEAL TONNAGE RECORD OF THE NEWS 


First Second Third First 3 
Quarter Quarter Quarter Quarters 


WPB allowed The News 2,700 O 1,505 4,205 
Of this, The News used 1,012 O 815* 1,827 
% of Original Quota 2.2% O 1.9% 1.3% 
* Including 493 tons damaged in transit. 


EX-QUOTA TONNAGE 


NEW YORKS 


LOOK AT 
THE RECORD! 


While ‘The News was granted 4,205 tons of 
appeal tonnage in the first three quarters, we 
actually used only 1,827 tons! 


The News was able to achieve this phe- 
nomenal newsprint saving record only by the 
institution of rigorous savings in all divisions 
of the paper — editorial, mechanical, circula- 
tion, and advertising. 


The reduced newsprint consumption record 
of The News was made in the face of rising 
public demand! In September, average net 
paid circulation of the Daily News exceeded 
2,060,000 copies—the largest daily circulation 
in News history. September Sunday News 
circulation exceeded 3,950,000 copies... an 
increase of 149,000 copies over September 
1942, and 284,000 over September 1941, de- 
spite curtailed distribution of 200,000 Copies. 


And in spite of our curtailed use of news- 
print and a shortage of heavy lines, The News 
which led all morning newspapers in America 
in retail advertising before the war, in 1943 
is still printing more retail advertising than 
any other morning newspaper in America! 


The News points with pride to its news- 
print saving record—to the huge total of fons 
actually saved. We will continue to strive to 
keep The News record among the best of all 
metropolitan newspapers . . . while maintain- 
ing a terse, concise, interesting, readable paper 
for the largest newspaper audience in America! 


tomes PICTURE NEWSPAPER 


Average net paid September circulation exceeded 2,060,000 Daily... 3,950,000 Sunday 
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Seeks PA Trademarks 


To the Editor: This question is 
asked with a more serious purpose 
than you may suppose: What kind 
of stationery would indicate that 
the user is a pompous ass? 

I refer, of course, to the Ad Man’s 
Diary entry of Sept. 30, and again 
I say that this is not a frivolous 
inquiry. As a former instructor of 
businéss correspondenee, I am in- 
terested in unusual types of criti- 
cism. 

Also, will you be good enough to 
list two or three of the more ob- 
noxious expressions from the letter 
referred to? 

Other readers will quite likely be 
interested, for the reason that every 
business man who is not a P.A. 
must occasionally ask himself: “Do 
I ever let any of the trademarks of 
a P.A. creep into my own corre- 
spondence, or do members of my 
organization (whether P.A.’s_ or 
not) use such expressions?” 

R. D. WHEELER, 
New York. 


vv? 
Grey Prepared Pilot Ad 

To the Editor: In the Sept. 20 is- 
sue of your publication—Page 51— 
you reproduced a Pilot Radio ad 
prepared by our agency, but the 
name of Grey was omitted. 

This is particularly bothersome to 
us since it is the only advertisement 
reproduced on Page 51 for which 
no agency credit is appended. 

ARTHUR C. Fatt, 

Executive Vice-President, Grey 

Advertising Agency, New York. 

on 2 
Placing the Blame 

To the Editor: It seems to me 
that Ad-libber has the wrong slant 
on the George S. May Company’s 
full-page ad which appeared in 
Chicago newspapers to promote a 
world’s championship golf play-off. 
If Mr. May wishes to promote his 
country club or his engineering 
business in that manner, why should 
Ad-libber object? There certainly 
are just as crazy ideas being used 
by other business houses, and espe- 
cially publishers. Ad-libber is just 
confused about the matter. If this 
is a waste of space, and I agree most 
heartily, why doesn’t Ad-libber di- 
rect his protest to the newspapers 
who are the really guilty ones? 
After all, let’s be realistic and sensi- 
ble about this matter and put the 
blame where it belongs. 

M. O. R. 
Chicago. 


v,wrY 
Speaks for Rotarians 

To the Editor: As a Rotarian I 
resent the statement on the front 
page of your Oct. 18 issue, under 
Rough Proofs, that “Pull the shades 
down, Mary Ann,” used to be the 
Rotarians’ theme song. It is not nor 
has it ever been the theme song. 

Perhaps it might do the writer 
of Rough Proofs good to stroll 
over to 35 E. Wacker Drive where 
Rotary International headquarters 
is located. Anyone in those offices 
will be glad to show that Rotary 
today is flourishing in 5,206 clubs 
in United States, Canada, South 
America, Mexico, Africa, Great 
Britain, Sweden, and China. An 


organization whose theme song was 
no loftier than the one your greatly 
misinformed writer mentioned could 
hardly start in Chicago and be 
accepted in almost every part of the 
world in so short a time. 

That thoughtless and carelessly 
written item can create a very 
erroneous impression and ADVERTIS- 
ING AGE ought to do something 
about it at once. I happen to know 
that there are a great many impor- 
tant men in your city who would be 
very happy if they could be a mem- 
ber of Rotary. 

FOSTER KIENHOLZ, 
Mills College, St. Paul. 
vwy 
Wood Engraver Passes 

To the Editor: A sorrowful coin- 
cidence. Howard McCormick, one 
of the best wood engravers, whose 
work has not been seen for years, 
suddenly appears in the large Lucky 


Lucky Strike 
Means Fine Tobacco 
Strike illustration in the current 
campaign. 


In the papers of Oct 14: “Howard 
McCormick, 66 . . . died yesterday.” 
CLARENCE N. JOHNSON, 
Art Director, Reincke - Ellis - 
Younggreen & Finn, Chicago. 


y,vwyY 
John Identified 

To the Editor: John Q. Public is 
at last coming into his Own. Dur- 
ing the past week Canadian papers 
have carried the two advertisements 
[shown below] captioned respec- 
tively “Who is John?” and “This is 
John.” 

After looking at the photographs 
the question now seems to be 
“Which is John?” 

S. P. Ty Ler, 
Quebec, Canada. 


+ - 
Asks Books for Shut-Ins 

To the Editor: Taking the cure 
here means lying in bed for months 
and years, seeing and hearing noth- 
ing but tuberculosis. Books, show- 
ing the sick how their mind works 
in creating ideas, would be their 
salvation. 

The shut-ins need material that 
will show them how to find—build 
—write creative writing and adver- 
tisi script. 

It is easier to be a hero by mis- 
reading the compass in an airplane 
and head for Ireland than it is to 
lie in complete passivity for months 
submitting to supervised rest. 


AS ONE ADVERTISER TO ANOTHER 


7 


oe ee Aen, 


THE CONSOLIDATED MINING & SMELTING 
COMPANY OF CANADA LIMITED, TRAIL, BC. 


One advertiser asks, “Who is John?" and another comes right back with the 
answer, as shown in these two advertisements clipped from Canadian media. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Most important requisite for full 
recovery from tuberculosis is good 
sound solid character, courage and 
a sunny disposition. 

Place instructive technique on 
our shelves so that it will get the 
patients in the right mood to will 
to live. We haven’t the funds to 
buy it, so select the damaged copies, 
accumulated books and sample- 
room copies. 

Epwarp MILLs, 

Librarian, Patients Library, 

— Hospital, Metuchen, 
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Produces the Goods 


To the Editor: Pacific Greyhound 
Lines’ radio program “Romance of 
the Highways” has been broadcast- 
ing throughout the West over a 
period of seven years. In peace- 
time, Commander Scott, the pro- 


gram’s globe-trotting commentator, |: - - 


described the interesting historical 
and unusual things to be seen along 
the highways of the West. 
However, since the war and the 
subsequent travel problems, Grey- 
hound has not been promoting 
travel nor selling western scenic 
attractions. Therefore Commander 
Scott has been telling his listeners 
about other parts of the world now 


playing a big part in the war. 

In a recent program in which he 
described unusual things to be seen 
in New Guinea, Commander Scott 
mentioned that our soldiers there 
find junk jewelry and trinkets valu- 
able in bartering with the natives. 
He suggested that any listeners hav- 
ing such jewelry send it to him for 
distribution through the San Fran- 
cisco League for Service Men. 

The results were amazing. Thou- 
sands of packages poured in from all 
parts of the West. Many schools, 
clubs and other organizations took 
up individual collections and sent 
them to Commander Scott. We think 


it is a real tribute to any radio pro-|, . 


gram when its listeners will take 
the trouble to wrap and mai? in 
their intimate possessions. 

DoucLas R. YOUNG, 

Beaumont & Hohman, San 

Francisco. 

; Se 
Claims a First 

To the Editor: Here’s something 
really “unheard of” .. . something 
you'll relish . . . a real trail-blazing 
story! 

For the first time in radio history 
or any history for that matter, 
so far as we know, an advertising 
agency advertised itself over the 
air! This is how it happened: 

Saturday, Oct. 9, at 2:15 p. m. 


Advertising Age, Octobe, »5 
ver WMCA, just before ; 


‘umbia-Yale football ga 
agency, on the follow 
yunchy spot announceme; 
ised its own services an 
same time plugged a few . 
counts: 

Annct: Famous names w 
Famous names make hist: 
good wear —fine quality— 
fect satisfaction — look fo; 
names when you purcha:s 
wear! 
Weldon pajamas, Cisco 
Lion of Troy shirts, Bonn 
ties and Royal robes. . 
names make news... m: 
. wherever they’re sold! 
vertising and merchand 
these brands are directed 


liams—W-i-l-l-i-a-m-s — \ 


Advertising Agency, 185 
Ave., New York. If you 
advertising or merchandisir 


lem, you may find it worth 


Famous brand nap, 


ave an 
2 prob. 
While 


to get in touch with this agency, 


This is the beginning of 
intensive campaign. 


a short 


+ « ONE by 


which they and their clients progi) 


A trail-blazer, certainly. Inter. 
esting, of course. Will it establis, 
a new trend? Who knows? At any 


rate, we were first! 


WILLIAM SHIELps, 
Williams Advertising Agency, 


New York. 


GIBBONS 


AOVERTISING 


J.J. GIBBO 


SAY STREET 


TORONTO MONTREAL WINNIPEG . 


KNOWS CANADA 


NS LTD. 


EGINA 


MERCHANDISING 


CALGARY EOMONTON 


VANCOUVER 


YOUR advertising message 
gets better reception because 
of The Journal's new easier- 
to-read makeup, and you get 
more readers where you want 
them—in Portland's Trading 
Zone. Here industrial payrolls 
alone top 48 million dollars 


a month, 


Here is a market of 717,588 
people—33% more than in all 
the rest of Oregon. And in 
this rich populous area The 
Journal delivers 80% of its 
daily circulation and reaches 
22% more families (21,993) 
than any other newspaper. 
Portland's favorite newspaper 
keeps pace with the growing 
Portland market. The Journal’s 
total net paid daily circula- 
tion for the six months end- 
ing Mar. 31, 1943 was 151,888 
—the three months average 
was over 156,000—the largest 
circulation in its history! 
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@ Dad reads Clapper and Pegler, sis and mom 


like Dorothy Dix, the boy 


Dan Dunn, Orphan Annie 


friend never misses 


Winchell and kid brother goes for Pop Eye, 


—in fact all twenty 


of The Journal’s famous funnies! 


In New York this family would have to buy 
5 daily papers (in Chicago 4) to read the 


famous columnists and comics published in 


Here’s another: At m 


publishes world news as 
the same day it happens . 


PORTLAND, 


Portland in The Journal alone. 

That’s one reason why The Journal is today, 
as it has been for years, the preferred news- 
paper in the Portland area. 


id-afternoon press- 


time in Portland, it’s after six in New York 
and midnight or later in much of the rest 
of the world. The Journal makes the most of 
this natural time advantage enjoyed only by 
afternoon newspaper on the Pacific Coast. It 


well as local news 
. . publishes BOTH 


news and features in popular balance! 


The JOURNAL 


Portland’s Only Afternoon Newspaper 


Represented by RY (NOLDS-FITZGERALD.. . New York, 
Chicago, Philadelphia, Detroit, Los Angeles, San Francisco 
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Local Advertisers 
Urged to Back Up 


American Farmer 


Republic Steel Gives 
Retailers Check Lists 
for Own Copy Ideas 


Cleveland, Oct. 21.—Local retail 
advertising faces “a challenging 
need for initiative, ingenuity and 
enthusiastic cooperation in giving 
public recognition to the farmer’s 
gallant battle for increased war 
food production,’ Republic Steel 
Corporation declared this week in 
its latest booklet, “What Is a 
Farmer?” 

The 12-page booklet, replete with 
advertising and merchandising ideas 
for use by practically every type of 
business in the average small town, 
is a natural follow-up to Republic’s 
earlier effort to win greater recog- 
nition for the farmer through na- 
tional advertising by manufacturers. 

The Cleveland company early this 
summer cooperated with the War 
Advertising Council and the U. S. 
Department of Agriculture in pub- 
lishing the first booklet, “Light 
Reading for Your Lunch Hour.” 
Soon afterward the firm conducted 
a survey in several midwestern 
states and decided that the farm 
problem, so far as local retail ad- 
vertising is concerned, had gone 
virtually unrecognized. 


First Copies Mailed 


Ideas picked up from retailers 
during the course of the survey are 
reproduced in the new booklet, first 
copies of which are now being 
mailed to Republic dealers, heads 
of farm organizations and to both 
daily and weekly newspapers in the 
Midwest serving farm territories. 

Reminding retailers that indus- 
try “is responding nobly to the call” 
but that too few local advertisers 
are giving farmers the boost they 
need now in the food production 
battle, Republic says the rural pop- 
ulation is comprised of 30,000,000 


GITS pigstics 


COMBINED WITH METALS 


A high degree of experience- 
acquired mechanical knowledge of 
both plastics and metals, supported 
by an understanding of artistic de- 
sign has provided a scientific answer 
to many problems that could not be 
solved by a mere understanding of 
molding production alone. 


Gits has made a thorough study of 
the proper use of metals and other 
materials in conjunction with plas- | 
tics. From this study has developed 
the Gits Flashlight, widely used by 
the armed forces — probably the 
most durable flashlight made today. 
These flashlights are completely 


fabricated by Gits. The Gits pocket 
knife is another example of com- 
bined metal working and plastics, | 
wherein both fabrication of metal 
parts and plastic molding is com- | 
pletely accomplished in the Gits | 
plant. These and other products, 
too numerous to mention, prove 
that Gits knows metals as Gits | 
knows plastics—an unusual combina- 


tion, 


This scientific experience of the past | 


and present will solve many post war | 
plastic problems. | 


Molding lezporaticn 
4646 West Huron Street 
CHICAGO, ILLINOIS 
Canadian Distributor 


KAHN, BALD & LADDON, Ltd. 
‘ 69 York Street, Toronto 


FARMER'S CHECK LIST 
MATERIALS YOU NEED 


- . and we have them for you! 
Wartime shor bave made thie business af rumming « lumber yard 
doubly dificuh, but we've made every effort to get the materiale thet are 
needed fas necessary repairs sad constraction im cur community Check 


ever the following bat —if what you need isn't there. just eck ue shows it 
mest time you come ba tnd Wwe dom t have Win stock perhays 
you. 


INSULATION 


her it's « con of bright enamel 
to trim the kitchen shel one 
to 


ie COAL 
STORM SASH 


Everyone knows that windows are 
re 


CEMENT 
Plenty of cement i+ available to 
repair those foundations. pul in new 
feeding floore— of any other cenen- 
tral use 
ROOFING NEEDS 
Every roof should be inspected 
we cold. on te 
o 


easy 


BROODER HOUSES FOR EARLY 19H 1 
We are now taking orders for brooder houses 
want them after the firet of the year. T 


ake sure that your brounder 
(the mont profitable ones) come 
of various types thet our cor 


REPUBLIC LUMBER 


Republic Steel Corp. suggests this kind 

of advertisement for a lumber yard list- 

ing available building materials for 
farmers despite wartime shortages. 


people on 6,000,000 farms and that 
they are all “businesss men” and 
“manufacturers,” with the toughest 
competition in the world—nature. 
“Isn’t he the world’s champion 


producer of food?” Republic asks. 
“Broke the U. S. A. record in 1940. 
Beat that in ’4i—and beat that, too, 
in °42. And now, for ‘42, he’s asked 
to bust all records again. You can 
depend on him to do the best that’s 
humanly possible.” 


Faces Many Problems 


The farmer, besides confronting 
the vagaries of weather, is up 
against these problems, Republic 
says: 1,600,000 helpers lost to the 
armed forces and war plants, vary- 
ing shortages of insecticides, fertil- 
izers, machinery, gas and oil; longer 
hours than ever. 

Essentially, the retailer’s job is to 
“sell” the farmer to the public and 
to himself, the booklet claims, for 
“up to now, any deep and publicly 
stated interest in the farmer’s state 
of mind and ‘will to do’ has been 
overlooked by almost everybody 
but his immediate family and the 
Department of Agriculture.” 

Local advertising can help elevate 
farming to its rightful place on the 
same level of war importance as 
the manufacturing of guns, tanks, 
planes and ships, Republic points 
out, adding that it will accomplish 
these important results: 

“(1) It will give the farmer a 
sense of importance and responsi- 
bility. It will show him where and 
how he fits into the United Nations’ 
plan of teamwork for Victory. With- 
out him and his products our fight- 
ers can’t fight. In throwing the 
spotlight on him as the world’s 
champion producer of food, you 


make him realize that the rest of 
America is watching him and ex- 
pecting the champion to deliver 
again. You'll stimulate his self- 
confidence and renew his determi- 
nation to fulfill the tough assign- 
ment Uncle Sam has given him— 
you'll make him wart to show the 
world that he deserves its confi- 
dence and admiration. 


Help Supply Volunteers 


“(2) Your publicity will give a 
much needed background to the 
whole food situation. You’ll be put- 
ting many in the mood to help as 
farm labor volunteers. You'll inspire 
gardeners to stick to their hoes and 
their resolutions. You'll encourage 
people who have grumbled about 
the necessity of food rationing to 
accept it in the proper spirit.” 

Presenting each problem and 
“your own advertising answer’ to 
retailers, Republic offers concrete 
suggestions on advertising of build- 
ing materials, machinery and equip- 
ment, hardware, seed, steel, farm 
products, feed and stock rations, 
and then adds that “Every business 
—every service—should tell the 
farm story,” including banks, food 
processors, freezer lockers, fuel dis- 
tributors, hatcheries, clothing stores, 
groceries and meats, livestock medi- 
cines and all service trades and 
industries which cater to the farm 
market. 

Republic sums up the steel farm 
products problem and solution this 
way: 

“Problem: To make the most 


Advertising Age, October 


effective use of the limited 


5, 1943 


of fencing, barbed wire, np ca 
staples, steel roofing, an ye 
‘agricultural steel’ items w >} a 
available now; to promot bette, 
care of present steel on the rm. 
that it will last for the dur. op. , 
encourage proper erection 0! ‘en(.. 
to show that the efficient i: ;; 
steel on the farm aids in * © py. 
duction battle and brings  -reate, 
profit to the farmer, too. 

“Your Own Advertising | nsw, 
(1) Point out that wartime ¢ mang. 
for steel make it necessary , }jr,), 
amounts available for Civil 1 yg 
(2) stress frequent inspect. » and 
repair of fence—both as a pr. tectip, 
to valuable livestock and to > rojo, 
the life of the fence; (3) ‘uric 
your customers with adequat: info,. 
mation on proper erection m ethog 
(4) encourage painting of ©1| stegj 
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Board orders. 


One of our 


a printed map 
other—which g 
place small rep 


Psychologist—with our compliments. 


toys these days. Nice business, too. Of course, 
within the limitations of the War Production 


In the preparation of these toys, we consulted 
the aforementioned Psychologist, who cautioned 
us, “Remember the age group—eight to eleven.” 
We listened humbly, for five hundred bucks 


bombsight game which retails for two bits. I: 


carriers. Hold the toy bomber over the map 
look through the tail. Inside is a small mirro. 00 
the diagonal. With the mirror, you sight 

target on the map, turn a little wheel, and « 
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of the above line is lost in obscurity. 
ist our poor memory. But a hand 
of it is going to an obtusely certain 


have mentioned, we make paper 


better productions this year is 4 
has 
land on one side, water on the 
oes on the floor. On the map you 
roductions of tanks, guns, s! ips. 


ind 


the marbles on the target if 
sighting is right. 
The game got the glad | .nd 


from the eight to elevens 
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We have one of the most complete 
insulation stocks in the country 
can ene ee | 
Whether it's to save fuel in your roofing on your barn, you'll find the f 
‘ bome of to increase ¢4@ production right kind of paint here. (Brushes 
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ee a a 
Po oal transportation problem. That's 
why moet folks have filled thew bine 
fuel westing. Well fitted storm sash already—-others had better order 
provide the remedy. We'll be glad now to avoid disappointment later 
to measure your windows lor you. 
LUMBER 
e | Of course lumber is scarce but 
A | needed repairs must be made too 
Let's take « look ot your bill of 
A materiale —or tell ue your needs and 
a we'll make un the list for you. 
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whether galvanized or not, 
longer service will result; 
nt out the importance of 
neing in the crop rotation 
1; (6) emphasize the neces- 
good corner post construc- 
longer lasting fences; (7) 
need of grounding fence at 
intervals to prevent possible 
s injury to livestock; (8) 
mers that burning weeds 
1e fence rows may damage 
e; (9) show how temporary 
saves farm labor through 
s down’ corn; (10) urge re- 
of steel roofing to prevent 
lamage and leakage; (11) 
oklets (available from Re- 
Steel) on steel conservation 
intenance problems.” 


ies its continuing advertising 


ss in national magazines, 
ipers and trade publications, 


Republic also elaborates on what 
it is actually doing for the farmer. 
It has established an agricultural 
extension bureau to study both war 
and peacetime problems in the bet- 
ter use of steel on the farm. It has 
issued a number of authoritative 
booklets on farm subjects, offered 
for free distribution to farmers by 
Republic Steel dealers. It employs 
its Steel Way farm, a 500-acre 
“farm laboratory,” for tests on the 
uses of steel in agriculture. And it 
is offering war bond prizes to 4-H 
club members in cooperating states 
for outstanding contributions to 
food production. 

The booklet also calls attention 
to the “Republic Farm Spokesman,” 
a direct mail program that “really 
clicks,” the company says. News 
and features go into the publication, 
issued six times a year and offered 
to Republic dealers for distribution. 


Names Vice-Presidents 
Walker G. Everett, Edgar P. 


|Small and Clifford N. Parsells, all 


of whom have been with Ted Bates, 
New York, since the organization 
of the agency in 1940, have been 
elected to new executive positions. 
Mr. Everett, account executive on 
Wonder bread, becomes vice-presi- 
dent in charge of the Continental 
Baking Company account; Mr. 
Small, head of media, becomes vice- 
president in charge of media; and 
Mr. Parsells, head of research, be- 
comes vice-president in charge of 
research. 


Calls Rural Areas 
Biggest Potential 
Postwar Market 


Boston, Oct. 18.—The biggest po- 
tential civilian advertising, manu- 
facturing, selling and distributing 
activity that ever faced commercial 


the Boston Conference on Distribu- 


|W. Miller, 
affairs. 


consultant on 


tion of rural homes, he said. 


he 


years,” told 


electrical service. 


interests will be found in supplying 
the postwar needs of rural America, 


tion was told today by Raymond 
rural 
In spite of frequent sur- 
veys, the average business man and 
manufacturer still does not realize 
the dreary, drab, rundown condi- 


“The 1940 U. S. census reports 
that 19.2% of rural homes are more 
than 50 years old, and more than 
one-quarter are between 25 and 40 
the Conference. 
“Eighty-two per cent have no run- 
ning water, 89.4% have no private 
bath, and 35.7% of the frame houses 
have never been painted. Accord- 
ing to the Rural Electrification Ad- 
ministration of the Department of 
Agriculture there are more than A 
7,000,000 rural homes in the U. S,| and develop educational sales and 
which do not have central-station 


“Much of the machinery on farms 


is so old it has been estimated that 
60% of the farmers are forced to 
fight on the food front in 1943 with 
the same type of tools as in 1918. 
Millions of gallons of paint, endless 
trainloads of farm machinery, in- 
numerable crates of radios, toasters, 
waffle irons, bathtubs, and wall 
paper are needed. This can be 
changed to a demand by intelligent 
advertising of properly designated 
products for rural use. By subse- 
quent sales, lasting economic and 
social values will have been cre- 
ated,” he said. 

Mr. Miller emphasized that work 
in war factories has attracted so 
many thousands from the rural 
communities that all ordinary 
graphs of population movements 
have been upset. The drain has 
been so great that many communi- 
ties have become ghost towns, with 
businesses, schools and churches 
“drying up” because of the depleted 
local population. Mr. Miller cited 
a recent statement by Lt. Col. W. R. 
Buie of the War Food Administra- 
tion, who said 1,400,000 persons 
have migrated in the past few years 
from rural communities to urban 
centers, chiefly to take jobs in war 
industries. In addition, 1,250,000 
farm men have been taken into the 
armed -forces. 

Business must “raise its sights” 
and take into its vision those rural 
places which need modernization 


advertising programs, Mr. Miller 
declared. 


“In the postwar period when 


only boys grown up— 


Evnson-Freeman Co., 1c. 


? 


And now that the general public is paying for 


our ideas and using them, instead of paying the 
firms that use our ideas, we are getting a post- 
graduate course in Merchandising —with two Ms! 


The lithographer with ideas that the public 


buys is obviously a better source of display 


Remembering the age group 


and forget 


it!—has taught us a lot about making displays 
that your age group is not so likely to overlook, or 
forget! And represents one more good reason, in 
addition to all the others, why Einson-Freeman 
should come first to mind when you want better 


. and why you should come first to 


LITHOGRAPHERS 


curity, Then we got a letter from a USO director at an 
a hand Air Force post. Quote: 
certain “We have had occasion to utilize your card- 
board toy bombsight . .. Our servicemen and officers 
paper here find them exceptionably enjoyable. The model 
OUrse, we are now using has been accidentally destroyed 
uction and we are most anxious to procure some others. 
We have use for about six...” 
sulted But that was just the swallow that preceded 
tioned the summer. A distributor of the Bombsight Game 
even.” advertised in a magazine going to service men 
ks and promptly placed with us an order. One of 
ar isa the largest orders we ever got, man and boy, 
It has thirty years in the lithograph business! 
yn. the The indirect sighting feature seems to make 
p you ie hit with the Air Force boys, whose minds are 
sh ips. ways on their work. 
p and 
ro” on Aso, we learn that our Preflight Cockpit 
yur me, which retails for a dollar, gets a big play at ~— or without ideas! 
op r Force posts, as a sort of pre-primary prepper. 
ur he instrument board, stick, rudder and book of 
structions start many an orderly room dogfight, 
|. nd lp teach flying faster and earlier. 
So from now on, if anybody, Ph.D. or pre- 
oron, for fee or free, ever says, “Remember the 
se group”-—-we are going to say “Fooey!” or displays . . 
ords to that effect. A good idea has noage group! —_ Einson-Freeman! 
ONWARD & UPWARD 
: ot ala ae a a * at » “i ae : 


material than the lithographer with just ideas . . . 


ting 


demobilization of war industry 
workers and members of the armed 
forces takes place, the natural im- 
pulse of people will be to return to 
those communities from which they 
came,” he continued. “Opposed to 
this will be the fact that many fam- 
ilies, after having had a taste of 
the better material things during 
the war years, will not want to 
return to neglected, rundown com- 
munities, and homes without mod- 
ern improvements. 

“Unless practical plans are per- 
fected, making it possible for these 
families to have more material com- 
forts than in the past, the impulse 
will be to remain in metropolitan 
centers rather than return to the 
place whence they came.” 

In closing, Mr. Miller presented 
seven points which, he said, busi- 
ness must recognize in planning a 
rural postwar program, They are: 

1. People in the country must 
live a richer and fuller life, or those 
who have left will not return, and 
many of them now there will leave; 

2. Marketing and procurement 
cooperatives will increase; 

3. Many special types of supplies 
and machinery for non-agricultural 
use will be needed; 

4. Rural homes and enterprises 
will largely become electrified; 

5. New industrial enterprises 
will follow transmission lines; 

6. The war development of air, 
truck, and rail transportation will 
make it possible to move fresh sup- 
plies from, and durable goods to, 
rural communities, as never before; 

7. Vocational education, based 
on new techniques developed in the 
war, will be a part of rural cur- 
ricula. 


Pabst Copy Cites 
Restaurants’ Problems 


Pabst Sales Company focused 
attention on the wartime problems 
of restaurants in a full-page adver- 
tisement which appeared last week 
in newspapers from coast to coast, 
headed “How to make an enemy of 
your waiter in 5 easy lessons.” An 
alternative procedure was pointed 
out in a box of copy which included 
a reminder that supplies of Pabst 
are limited and suggested that when 
restaurants are temporarily out of 
this brand, the customer order 
“some other good beer.” 
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Committee Names Swink 


Howard Swink Advertising 
Agency, Marion, O., has been ap- 
pointed to handle the advertising 
of the Lima Emergency Committee, 
sponsored by 23 Lima, O., war 
industries and organized labor. A 
campaign, including radio spot an- 
nouncements, newspaper advertise- 
ments, posters and car cards, is 
under way. 
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Admen in the 
Armed Forces 


Anthony J. 
“Tony” Koelker, 
manager of the 
publieity depart- 
ment of the Blue 
Network’s central 
division, has 
been commis- 
sioned a lieuten- 
ant (jg) in the 
naval reserve, 
and is now wait- 
ing for active 
duty orders. Lt. 
Koelker joined 
the NBC press Anthony J. Koelker 


Francisco, is now stationed with the 
West Coast air force training cen- 
ter at Santa Ana, Cal. 

George Wetherby, on leave of 
absence from Modern Magazines, 
New York, has been commissioned 
a lieutenant (jg) in the naval re- 
serve and will report to Quonset, 
R. I., Nov. 2. 

Don Demien, in charge of adver- 
tising and radio copy for downtown 
theaters at the Fox - Wisconsin 
Amusement Corporation, Milwau- 
kee, for the past six years, has 
joined the Army air forces. 


Hogan Starts Radio 
Representative Concern 


Homer Hogan, a pioneer in the 
broadcasting field, has organized 
Homer Hogan & Co., national radio 


High Employment 
First Postwar 
Need, Ruml Says 


Boston, Oct. 19.—The elimination 
of mass unemployment is the first 
requirement for the postwar period, 
and it is inescapable that the gov- 
ernment, through an explicit and 
implemented fiscal and monetary 
poliey, must complement and sup- 
plement the activities of private 
business in maintaining high pro- 
duction and high employment, 
Beardsley Ruml, treasurer of R. H. 


mre 


Advertising Age, October 


1943 

“At the present time, evn jg . 
fiscal and monetary policy : com. 
plement the activities of priya, 
business were generally greed 
upon, there is no possibility under 
the present organization of + fed. 
eral government, of its bein: mag, 
operative or effective,” he cd lared 
Suggests Administrative () inges 
“The first change that needs to 
be made is in the organizi:ion og 


the administrative agencies .f the 
government,” Mr. Ruml said 
administration of any fiscal policy 
calls for cooperation among ager. 
cies and for singleness of po icy jp 
at least several respects: the feq. 
eral budget; the federal lending 
policy at home and abroad; the 
credit and monetary policies unde, 
the jurisdiction of the Feder:| Re. 


department in 


of management men 
in the 1934 as farm editor and served for 
for business news a year as assistant director of agri- 


| ° 
nation’s greatest industria culture. He was news editor for a 


time before joining the Blue in 

the Central West 1942, when NBC and the Blue were 
separated. 

Lt. Ward Ingrim, former sales 

manager of Station KFRC, San 


area.-- 


station representative organization,} Macy & Co., and chairman of the serve System; the creation ani 


with offices in the Wrigley building,| Federal Reserve Bank of New York, 


refunding of federal debt, which j 


Chicago. When plans have been| told the Boston Conference on Dis- now managed by the Treasury; the 


completed, the company will have] tribution yesterday. 
offices in New York and Dallas. 


Tex. he said. 


To do this, there are a number of 

The first station to be signed by| corrective measures the government 
the new concern is KWBU, the new| should adopt in its own behalf, and 
5,000 watt station at Corpus Christi,| for the sake of its own effectiveness, 
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INDUSTRY «kom tHe 144 susurss oF pittssuRGH 
Fitttleasghs Collen Paenzle! 


oe 


2,759 INDUSTRIES SUPPORT 3,000,000 PEOPLE WHO 


ELECTRICAL 


The Arsenal of Democracy isn’t just Pittsburgh. It is the 
entire Pittsburgh District of 14 Counties . . . an area of 
144 cities and towns, containing almost three million 
people who buy in the Golden Triangle and around the 


corner in their hometown stores. 


For unlike other metropolitan centers where manufac- 
turing is concentrated in the central cities, the majority 
of the giant industrial plants of this district are located 


out in the suburbs within the 50-mile retail trade zone. 


That's where the Big War Boom is taking place. That's 
where the BIG PEACE BOOM will take place. That's 
where seven out of ten factory workers live. And that’s 


where the Post-Gazette is FIRST in daily circulation 


IRON . _~ BUY IN PITTSBURGH AND THEIR HOME-TOWN STORES 


(over 50% more coverage than either of the other two). 


Sell Pittsburgh, of course! The Post-Gazette can do it! 
But now as never before you'll want to sell the ENTIRE 
PITTSBURGH DISTRICT! The Post-Gazette can do 
that, too! And at no added cost! 


PITTSBURGH INDUSTRIES LEAD 
AMERICA AND THE WORLD 


World's Largest Manufacturers of Steel 
America's Largest Bituminous Coal Producer 
World’s Largest Manufacturers of Aluminum 
World’s Largest Manufacturers of Glass 


PITTSBURGH POST-GAZETTE 


REPRESENTED NATIONALLY BY 
PAUL BLOCK AND ASSOCIATES 


New York + Chicago + Philadelphia+ Boston + Detroit + San Francisco+ Los Angeles + Seattle 


0), ne of « ’ hie S Great . Wceesp taf Vers 


tax program; and, possibly, the 
activities of the Securities and Ex. 
change Commission. These severg) 
functions are all intimately aggo. 
ciated in giving reality to any goy. 
ernmental fiscal and monetary pol- 
icy designed to cooperate with 
private business in achieving high 
productivity and high employment,” 

In analyzing postwar problems, 
Mr. Ruml said: “We must not 
expect too much from a public 
works program as a general support 
for high employment. Public works 
alone cannot do the job.” 

Referring to the part Congress 
must play, Mr. Ruml called for 
changes and modernization of rules, 
precedents and _ procedures; for 
more initiative; for a demand on 
the part of the electorate for more 
adequate technical and professiona] 
men in Congressional ranks. 

“Congress,” he said, “should pro- 
vide itself with much more adequate 
technical and professional services. 
Congress has not made the provi- 
sion for its own needs that modern 
times require. Congress should have 
its own technical services fully 
equipped to handle problems as the 
recognized servant of Congress.” 

Mr. Ruml cited the Library of 
Congress as an institution lending 
itself admirably to the needs of 
Congress, and said that in time it 
might become the cornerstone of a 
national university of a special type, 
a great institution of learning serv- 
ing the people generally and at the 
same time available to the members 
of Congress and responsive to every 
technical need. 

In conclusion he said: “These 
then, are a few of the things we 
have to shoot at—high employment 
and high production, maximum 
activity of private enterprise, an 
effective compensatory fiscal policy, 
prompt tax reduction, public works 
planned to contribute to a more 
stable and more efficient construc- 
tion industry, a minimum protec- 
tion against the hazards of life, and 
finally an improvement in the oper- 
ations and position of our represen- 
tative processes.” 


Elected to ABP 

Automotive News, Detroit, has 
been elected to membership in the 
Associated Business Papers, New 
York. 
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Farm and 
Factory Audience 


WDZ’s “Directional Programming” © 
22 years has been aimed exclusively 
the masses who work with their ha 


That’s why WDZ’s audience today 


| nearly 100% farm and factory work ' 
land their families . . . the most p 
perous spending groups today. 4°! 
they respond generously to WIL * 
“selling.” 
Because WDZ’s audience includes 
classes of people that make up 70% | 
the total buying market, many natio: | 
advertisers and agencies use our stal) ° 
as a test market for their national 
vertising. 
We'll be glad to supply you with « 
opening examples of WDZ’s “pulliv: 
| power.” Write— 
HOWARD H. WILSON CO., Representat 
New York, Chicago, Hollywood, Seattle 


1000 WATT> 
TUSCOLA, ILLINO!: 
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HAD A ‘TOUCH 
OF GOLD" 


You'd make a bigger haul in the ST. 
PAUL HALF of the Twin Cities Market 
than in the olde boy's gold room! 


St. Paul and Minneapolis—9th Largest Market in 
the United States—Population 780,106 


AND HERE’S PROOF: pulled out 53 million so far for the Third 


War Loan. , ¥ 
Without batting an eyelash, St. Paul dug That’s 103 million dollars! 


down in its jeans and brought out 50 million Ne doubt about it... St. Paul is a 
dollars in the Second War Loan to over- RICH city, a fertile ground for advertisers. 
subscribe its quota 198.9%. It has AND REMEMBER ... 


NL The St. Paul Dispatch-Pioneer 
Press COVERS ST. PAUL 


RIDDER - JOHNS, INC., NATIONAL REPRESENTATIVES 


342 Madison Ave. Wrigley Bldg. Penobscot Bldg. Dispatch Bldg. 
New York Chicago Detroit St. Paul . 
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Postwar Plans 
Include the Americas 


Postwar plans of Encyclopedia 
Britannica include establishment of 
sales offices in Central and South 
America. Foreign sales effort also 
will be extended to North and 
South Africa where there already is 
demand for the service. 


* + * 
If crude rubber should become 


available within the next two years, 
95% of the synthetic rubber ca- 


pacity of the country will be! 


scrapped, according to an executive 
of one of the big rubber companies 
quoted by the New York Times. 
The remainder of the production 
capacity will be devoted to types of 
the synthetic product which are 
more serviceable on certain indus- 
trial applications than natural rub- 
ber. President Roosevelt’s state- 
ment opposing a tariff to protect 
synthetics after the war is advanced 
as further indication of this prob- 
ability. 
* ca * 

Preparatory to setting up a school 
for postwar selling, one manufac- 
turer is making a field survey in its 
markets to determine what a sales- 
man should know about its products 
and their users in order to sell them 
most effectively. 

* * * 


If railroad trains were equipped 
with “ship to shore” radio com- 
munication systems the recent Con- 
gressional Limited crackup prob- 
ably would not have happened. A 
passing engineer observed the burn- 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


keting of the tremendous output of 
goods which will be needed to pro- 
vide the planned volume of employ- 
ment in most of the postwar plans 
being publicized, the National Fed- 
eration of Sales Executives has 
drafted a group of activities to 
impress management with the need 
for this phase of their future plan- 
ning. One of these activities is nuw 
being tested by The Chicago Sales 
Executives Club. 
y co aE 

The conversion period for the 
automotive industry after the war 
will be four to six months and that 
for the automotive equipment in- 
dustry three months, according to 
a classification of industries and 
their conversion periods in a book- 
let, “The Road to Postwar Recon- 
struction,” issued by J. S. Bache & 
Co., investment house with offices 
in principal cities. There will be 
no conversion period for air trans- 
portation, according to the list. In 
the same category also are the fol- 
lowing industries: Chemical, drugs 
and medicines, electrical equipment, 
farm machinery, food products, gold 
mining, motion pictureg, oil, plas- 
tics, public utilities, retail, sugar, 
tires and rubber, and tobacco. 


ditioning, household furnishings and 
equipment, radio, television and 


electronics, and light metals. 


\Fitwell Appoints Walsh 


Those industries which will have | 
a nominal conversion period are: | 
Building trades and building ma- | 
terials, hardware, plumbing, ap-| 
pliances, etc., heating and air con- | 


Free Enterprise 
Key to Postwar 
Jobs, Jessup Says 


Boston, Oct. 19.—Because of its 
democratic form of government, 
which since its adoption has been 
found flexible enough to survive all 
| strains, including wars, financial 
|panics and depressions, the United 


| States can look forward to the post- 
| war period with a feeling akin to 
| complacency, John K. Jessup, chair- 
man of the Committee on Postwar 
Planning of Time, Life and Fortune, 
told the Boston Conference on Dis- 
tribution which convened here yes- 
terday. 

The speaker did not underesti- 
mate the grave problems, both for- 
eign and domestic, which will have 
|to be solved, but he emphasized 
that history has shown that “our 
political system is sound and our 
economic system is sound.” He also 
emphasized that only a free enter- 
prise system which encourages com- 
petition and broad use of basic 
resources will produce the neces- 
sary new demands, new products, 
and new jobs. 

The United States, to survive its 
next great crisis, which will come 
when the war ends, must make 
some changes in its present govern- 
mental methods, Mr. Jessup said. 

“The defects in our sprawling 
executive bureaucracy, and in our 


badly staffed, badly organized Con- 
gress, are not imposed upon us by 
the Constitution, nor by fate either,” 
he declared. “They can be reme- 
died by a simple exercise of our 
own political will.” 


Distribution No. 1 Problem 


“The great domestic danger to 
the postwar Wnited States is repre- 
sented by the failure to solve the 
unemployment problem of the ’30’s,” 
he continued. “The war tabled that 
problem but did not solve it. We 
didn’t solve it because we didn’t 
know enough, but we do know 
enough now. War can be a great 
teacher if we read the lessons 
aright. The war has shown that 
Americans consistently underesti- 
mate their capacity to produce. 
Production is not the No. 1 problem; 
it is distribution, and will continue 
to be so after the war. 

“Whatever else the government 
can do for our economy, it cannot 
solve the distribution problem. The 
only man who can enlarge demand 
is the creative individual who has 
the imagination to think up new 
wants and so generate new wants 
in others. 

“If we give this uncommon indi- 
vidual our deliberate encourage- 
ment, if our tax, anti-trust and 
other policies are designed to bring 
him out, he will come out. He will 
compete and take risks, make 
money and lose it, and keep Ameri- 
can economy growing and alive. 
The competitive, risk-taking indi- 
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‘Nd se] 
40 th 


vidual with freedom to buy 
is the only man who can 
Given a reasonably full a: stah 
use of our basic resources, | » jc 4): 
only man who can maint. jin z,; 
increase employment by « i 
demand. 

“Thus, even in the ¢ onom; 
sphere, individual freedom © Amo, 
ica’s best hope. "" 

“Clearly the American « ‘ono, 
will need some important ; ‘Keups 
if this uncommon individu | js , 
be set free to do his work.” 


Admen Have Big 
Postwar Task, 
Walter Edge Scys 


Newark, N. J., Oct. 19. — Adve. 
tising men will have a tremendoy 
public responsibility in the postwa, 
economy of the state and natig, 
Walter E. Edge, Republican nom: 
nee for governor of New Jerse, 
told members of the Advertisin, 
Club here last week. : 

The success of the transition from 
wartime to peacetime activities wij 
depend largely upon the correlatioy 
of four great economic factors— 
production, distribution, consump. 
tion and finance, declared Mr. Edge, 
who in private life was editor ang 
publisher of Press-Union News. 
papers and owner of Dorland Ad. 
vertising Agency. The end resy} 


larging 


} 


ing journal on one of the cars but| walsh Advertising Company, 


had no way to warn the Con- | windsor, Ont., has been appointed 
gressional engineer in time to avoid|t. handle advertising for Fitwell | 


the wreck. This incident may be| Gjove & Mfg. Compa f the same 
a very convincing Exhibit A in the | - epee s 
development and sale of radio com- 
munication for railroad systems, ss " 
such as are employed by police de- Joins Lennen & Mitchell 
partments. Arcady Leokum, formerly with | 
| Foote, Cone & Belding, New York, | 
Feeling that too little thought is| has joined the copy staff of Lennen | 
being given to the economical mar-'& Mitchell, New York. | 


* * * 


IN ADVERTISING TO ELECTRICAL MEN 


Tell them what they want to know about your pro- 
ducts—tell them in the paper read by more of them 
than read any other electrical, technical or indus- 
trial publication. Tell them through the pages of 


ELECTRICAL EQUIPMENT 


The Only New-Products Paper In Its Field 
Circulation (30,289 CCA) blankets 


buyers of all electrical, electronic 


pany, an aircraft company, or a 
government employee. 

There is only one publication that 
gives you complete coverage of the 
electrical equipment market — 
ELECTRICAL EQUIPMENT —first 
choice in advertising to electrical 
men. 


and allied products and services. 
Throughout industry, you'll reach 
the buyer whether he's the elec- 


trical man in a mine or a mill, in a 
war plant, a shipbuilding com- 


> > a 
--rt 
JSLECTRICAL SQUIPMENT 
— suTTON PUBLISHING CO. 


60 EAST 42ND STREET,17% NEWYORK _- 


FOR WAR SEI 


More men are needed to cut more trees. Government 
names pulpwood one of the most critical war mater- 
ials, for pulp makes high explosives, rayon parachutes, 
surgical dressings. And paper protects food shipments, 
packs ammunition, medicines, blood plasma, and gun 
and plane replacement parts; performs a thousand vital 
services for fighters and civilians. The trees are there 
ready to be cut, but woodmen are scarce. Aided by 
publicity and advertising, Government and the pulp 
and paper industry are doing everything possible to 


get more men to take part in this vital war work. 


THE CHAMPION PAPER AND FIBRE CO., Hami 


MILLS AT HAMILTON, OHIO... CANTON, N.C. ... 


HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds. 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK + CHICAGO + PHILADELPHIA * CLEVELAND *« BOSTON * ST. LOUIS + CINC: 
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sumption, he said, which really 
available markets. 

“This is a challenge to every 
‘ising man, but in this crisis it 
much more,” Mr. Edge said. 
“you are in a position of public 
is surely as though you were 
| by the people of your com- 
munity, and upon your success de- 
pend. the success of the whole con- 
sum) ion economy.” 


Employs Cast Metal 
for Advertising Cuts 
U: 


ig cast metal as a replacement 
for ‘»e more expensive and scarce 
vnc, Z. V. Brantley, advertising 


manger, Mading Drug Stores of 
Houston, Tex., has developed a 
method whereby he employs the 
subst tute im preparing cuts for 
newspaper advertisements at a sav- 


ing time, material and money. 
M:. Brantley describes the sys- 
tem as well suited for use by retail 


advertisers and points out that he 
is using it in his advertisements for 


the Mading stores, saving an aver- 
age of $150 monthly on cut costs 
Known as “Brantley’s New 


alon¢ 

Mat Casting Process,” the system is 
patented and is available from Mr. 
Brantley at Box 903, Houston. 


WFVA Joins Blue 


Station WFVA, Fredericksburg, 
Va., has joined the Blue Network as 
a bonus station, bringing the total 
number of Blue affiliates to 168. 


Postwar Expansion 
Planned by Maker | 


of Arrow Wear 


New York, Oct. 19.—Cluett, Pea- 
body & Co., maker of Arrow men’s | 
wear and holder of the patent on 
Sanforizing, has begun reorganiza- 
tion plans preparatory to postwar 
production, according to C. R. 
Palmer, president. 

“For some time,” Mr. Palmer 
said, “we have realized that our 
manufacturing facilities were far 
behind the potential reach of our 
business. Now, after extensive sur- 
veys of plant operations, machinery, | 
transportation facilities and person- 
nel, we have made certain changes | 
whereby all production, merchan- | 
dising and advertising operations | 
will be best and most efficiently co- | 
ordinated. Our main objective, of | 
course, is to give maximum service | 
to dealers.” | 


Shift Personnel 


In line with the reorganization, 
R. O. Kennedy, vice-president in 
charge of production, has moved his 
headquarters from Troy to New 
York, where he will concentrate on 
expanding present production, in- 
cluding development of new plants 
throughout the country, and plan- 
ning future production. Production 


Control Manager F. T. Gregware 


has also moved here from Troy, to 
work with Mr. Kennedy. A. F. 
Snyder has been appointed works 
manager of all factories, with head- 
quarters in Troy. 

Young & Rubicam, New York, 
and Cockfield, Brown & Co., Mont- 
real, are agencies for Cluett, Pea- 
body & Co. 


Lorentzen Urges 
Postwar Planning 
for Metal Parts 


New York, Oct. 19.—For the first 
time in its 32-year history, H. K. 
Lorentzen, metal fabricator, has 
launched a consistent program in 
four metropolitan newspapers to in- 
vite planners of postwar products to 
draw on its engineering and design- 
ing resources. 

The schedule includes 200-line in- 
sertions once a week for eight 
weeks in the New York Journal of 
Commerce, Herald Tribune, Times 
and Wall Street Journal. 

Copy stresses the fact that the 
company’s producing facilities are 
committed to assignments for the 
armed forces for the duration, but 
that plans should be made now for 
postwar products that call for metal 
parts. 

Butler Advertising, 
handles the account. 


New York, 


Canada Dry Launches 
New Magazine Drive 


Continuing its use of patriotic 
themes, Canada Dry Ginger Ale has 
launched a new campaign in na- 
tional magazines featuring war 
bonds, food conservation, manpower, 
Victory gardens and civilian defense. 
Full color half-pages and full pages 
appear once a month in Collier’s, 
|Ladies’ Home Journal, Parents’ 
| Magazine, The Saturday Evening 
| Post, True Confessions, True Story 
and Woman’s Home Companion. 
|The campaign is scheduled to run 
| until next September. 

J. M. Mathes, New York, is the 
agency. 


Enlarges Media Staff 


J. Walter Thompson Company, 
Chicago, has enlarged its media de- 
partment, headed by George Pear- 
son, to include placement of out- 
door advertising and radio time 
contracts. A. G. Ensrud continues 
as assistant to Mr. Pearson; C. J. 
Keenan heads the outdoor division; 
and Margaret Wylie heads the radio 
division of the department. 


Leaves Spot Sales 


Peterson Kurtzer has resigned as 
manager of the Chicago office of 
Spot Sales, Inc. He has been in 
radio since 1930, with Blackett- 
Sample-Hummert, H. W. Kastor, 
and International Radio Sales. 
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Gets Cigar Account 
Gradiaz, Annis & Co., Tampa, 
manufacturer of Rey del Rey (King 
of Kings) cigars, has appointed The 
Joseph Katz Company, New York, 
as its agency. Insertions of 430 
lines in the New York Herald Trib- 
une and New York Times opened 
the campaign, introducing the hand- 
rolled cigars in the greater New 
York area under the caption “All 
fine things are made by hand.” 


Gerber Buys Elmhurst 


Gerber Products Company, Fre- 
mont, Mich., has purchased Elm- 
hurst Packers, Inc., Oakland, Cal., 
which will discontinue its name and 
line to produce Gerber baby foods. 
W. H. Nielsen, William U. Hudson, 
Fred S. Wyatt and Fred Greenlee 
will continue in managerial posts at 
the Oakland plant, where produc- 
tion will start soon. 
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Liquor Industry 
Seeks Solution of 
Salvage Problems 


New York, Oct. 19.—The liquor 
industry’s campaign to relieve the 
acute shortage of cardboard con- 
tainers for bottles has been unsuc- 
cessful and is not expected to im- 
prove materially until it can be 
complemented by a workable bottle 
collection system, according to 
spokesmen in the field. 

In this connection, the liquor in- 
dustry is planning to press its plea 
for clarification of the Treasury De- 
partment’s recent ruling which per- 
mits re-use of liquor bottles. Under 
the terms of the order, only the 
original user is permitted to recover 
his own bottles and collection agents 
may not be named. 

It was pointed out that since tav- 
ern owners are unwilling to under- 
take the task of segregating empty 
bottles by brand, to say nothing of 
the cartons, some practical plan for 
the industry itself to assist in the 
reclamation of bottles and cartons 
must be initiated. The current paper 
shortage makes salvage of cartons 
imperative. 


Fears Crisis Ahead 


“The current situation on paper- 
board and the outlook for the future 
is very precarious insofar as dis- 
tillers are concerned,” shid Paul 
Whitman of Calvert Distillers, 
Louisville, in a letter to Tubie Res- 
nick, vice-president and _ general 
sales manager of the company. “Per- 
sons connected with the paper in- 
dustry predict that the situation may 
approach a natiorfal crisis before the 
winter,” Mr. Whitman added. 

He further pointed out in his let- 
ter that the seriousness of the situ- 
ation to the entire Calvert sales or- 
ganization is further emphasized by 
the general unsatisfactory carton 
inventory. “We seldom know which 
type of bottle we are going to secure 
next because we do not know if that 
bottle supplier will have the partic- 
ular type of carton in which the bot- 
tles are packed available for his 
use,” Mr. Whitman said. 

Charles Feldman, Feldman & Bar- 
rett, counsel to the New York Bot- 
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tle Dealers’ Association, told ADVER- 
TISING AGE that he has been 
attempting to bring the distillers 
together so as to organize a coordi- 
nated exchange whereby the indus- 
try itself could have the bottles 
picked up, washed and returned to 
respective companies. 

At the same time, in line with the 
conservation program, Mr. Feldman 
said, cartons would also be collected, 
including caps and closures. On the 
assumption that the smaller distiller 
couldn’t cope with the collectian 
problem, where his bottle return 
would be much smaller in propor- 
tion to that of other brands, Mr. 
Feldman asserted that his plan is di- 
rected to bring all distillers, big and 
small, together on the project. 

However, not until the Treasury 
Department is ready to amend its 
order on re-use of bottles to the ex- 
tent of permitting the industry itself 
to effect some coordinated and prac- 
tical collection plan will any real 
progress be made in salvaging both 
bottles and closures. Thus Mr. Feld- 
man is seeking the support of the 
industry in making this possible, 
and reports that while most of the 
distillers he approached showed 
great interest, still there are some 
who still remain more or less indif- 
ferent. 


Large-Space Ads 
Attract Workers 


to Reliance Plants 


Chicago, Oct. 19.—To accomplish 
a dual purpose—spread institutional 
messages and seek factory help at 
the same time—Reliance Mfg. Com- 
pany will extend until the end of 
the year a campaign running in its 
16 factory-city newspapers. 

The advertisements, 1,000 lines in 
four and five-column widths, have 
been scheduled in small daflies and 
weeklies since June. Among fac- 
tory advantages offered prospective 
workers in the copy are the oppor- 
tunity of having “music while you 
work,” low-cost cafeterias, recrea- 
tion facilities and a friendly atmos- 
phere in the Reliance plants. 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but cannot 
answer letters, except as he may find it appropriate to do so through the 
Lg column. 


October 11. My barber, who was origi- 
nally a Missouri farm boy, has always been 
rabidly anti-English. Today I discovered 
the source of his feelings. As a doughboy 
in the last war he visited London, and 
called on a prosperous English business 
man to whom he had a letter of introduc- 
tion from a brother back in Missouri. The 
Englishman’s first remark on seeing him 
was: “Why would my brother give you, a 
common soldier, a letter of introduction to 
me?” My barber friend did not know that 
there is a type of Londoner who apes the 
gentleman without his education and gen- 
tleness. 

e 


October 12. A publisher does not like to 
change a successful business formula any 
more than other men, so resistance to paper 
rationing is natural. But so far as adver- 
tising is concerned, I think we could learn 
to do with a good ‘deal less paper than we 
now use, with no great loss of power. Be- 
fore me are two copies of the same adver- 
tisement—one in a full page in the New 
York Times, the other in a full page, tab- 
loid size. For the life of me I cannot see 
that the one using half the paper required 
by the other is any the less effective. 


October 13. Heard a woman complain- 
ing because, when she gave her cook an 
increase in wages, the girl promptly spent 
it on such things as a hair-do and some 
expensive camera portraits. Reminds me 
of some country gentlemen neighbors who 
used to sit around on their porch of a sum- 
mer day, sipping mint juleps and talking 
about how lazy the WPA pick-and-shovel 
men were. 

e 


October 14. Shocked when I got the 
preparation bills on some ads I had turned 
out. Upon investigation discovered their 
high figures were due to the same old 


trouble: namely, letting the art man put 
in a lot of fancy strokes which called for 
extra engraving and printing costs. Nine 
times out of ten these add nothing to the 
selling power of the message. 


October 15. A few days ago I hired a 
boy of nineteen, who had been rejected by 
the army on his eyesight. He is the son of 
a coal miner, and since finishing the ninth 
grade in school has been working at the 
job of picking stone out of the coal. But I 
haven’t seen a kid for a long time with as 
much ambition and git-up-and-go. Thank 
God there is still such yeast in the Ameri- 


can dough. 
+ 


October 16. In the Oxford English Dic- 
tionary the phrase “fall of the year” is 
noted only as a United States usage. Con- 
trasted with the pale English “autumn” it 
offers one good example of the greater 
vividness of our speech. Many others may 
be found in Mencken’s great compilation 
on “The American Language,” and a 
thoughtful student of it can see there how 
these differences in words often embalm 
some of our differences in ideas and out- 


look. 
. 


October 17. Picked out the turkey des- 
tined to grace my Thanksgiving board, and 
shut it up for fattening and tenderizing. 
The farmer has his troubles in wartime, 
even as other men, but in many ways he 
is certainly a man with special privileges. 
As one myself (skeptics to the contrary), 
I have so far escaped the rigors of both 
food and gasoline rationing almost entirely; 
and have found that I can buy many things 
which, as an ad man, I would not be per- 
mitted to purchase. Find I can even bid 
for one of those hogs lost on a bet by the 
Governor of Nebraska to the Governor of 
our state, and contributed by him to the 
National War Fund. 
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The fact that Reliance, large 


CHICAGO: 180 Noe. Michigan .Franklin 6373 
NEW YORK: M47 Park Ave.. Plaza 5—4/3! 
ATLANTA: 822 Palmer Bidg. Main — 
GAN FRANCISCO: I/! Sutter. Sutter 4353 


MOLLYWOOD: (512 N. Gordon St... Gladstone soae | 


manufacturer of cotton garments, is 
producing parachutes for our armed 
forces, and many items of clothing 
for our Army, Navy and air forces, 
has been stressed in the series, as 
well as the fact that Reliance, also 
producing garments for the home 
front, will carry on stronger than 
ever after the war. 

One of the outstanding ads of the 
series carries the top head—‘Look- 
ing Into the Future” and shows a 
“Pick-up Service” Helicopter land- 
ing on a Reliance factory roof 
bringing in workers which have 
been picked up, presumably, from 
nearby road intersections and 
fields. Most of the Reliance fac- 
tories are located in small towns in 
Indiana, Mississippi, Pennsylvania, 


Iowa and Alabama. 


The series this month features 
full-page insertions devoted to a 
$750 war bond contest, with con- 
testants choosing one of the seven 
ads reproduced on the page and 
writing 25 words on why they like 
the ad they have selected best. 

Ruthrauff & Ryan, Chicago, 
handles the account. 


Ray Joins Katz Agency 

Tom Ray Jr., formerly NBC spot 
sales representative in San Fran- 
cisco, has resigned to join the Katz 
Agency, newspaper and radio repre- 
sentative, for whom he has organ- 
ized an office in Los Angeles. He is 
succeeded at NBC by Don Norman, 
formerly West Coast representative 
of A. C. Nielsen Company. 


CBC Women to Meet 


Canadian Broadcasting Corpora- 
tion’s women commentators from 
various parts of the Dominion will 
hold a conference in Toronto, Oct. 
23-26 to discuss program policies, 
content and broadcasting technique. 
This will be the first conference of 
radio women ever held in Canada. 


Agency Adds Gardner 


Robert <A. Gardner, recently 
granted a medical discharge from 
the Army air forces, has joined the 
creative staff of Belden & Hickox, 
Cleveland agency. He was formerly 
an associate account executive in 
the Cleveland office of Fuller & 
Smith & Ross. 


NAB Directors to Meet 


The board of directors of the Na- 
tional Association of Broadcasters 
will meet in Washington, D. C., 
Nov. 17-18. 


Need Help? 


eee PLANNING, LAYING- 
OUT or WRITING that | 
sales booklet , direct mail 
piece, catalog or advertising 
campaign ? If you want re- 
lief from production - tension 
let me tell you how an ex- 
perienced /jand can help. 


| 


.. for a new Radio “State” that 
includes most of California and 
a good share of Nevada. Its area 
exceeds that of Pennsylvania and 
Michigan combined. It equals 
Los Angeles in population; San 
Francisco in retail sales. It rep- 
resents per coverage pro- 


She Beekine... 


CALIFORNIA’S BILLION-DOLLAR MARKET 


CARN Trowave feox and Western Nevada 


Cumulative Mail Map, according to 
N. A. B. Percentage Standards 


és MUMATH 
MSuivoe 
* "Oo 
° Oc "YMBOLOr 
es To #08 CL OER 
r 
7 Ss a ASSEy 
MAST, 
- “A Pe 
~. SS 8 ap 
a tun Lam 
Ot 
™ LT ae 4 
~ ri WHITE Din 
~"< S22 « N v A D — 
* somace . A vided on 
7 UNE Ray - 
4 VOL Urwns 
a - tin 
ame “ COLN 
cu” a ee 
. Eno 
F ees 
- ron name 
©8:Se0 << 
- + eee SAN BERNAR 
ile An ra > va 
ARBAB bene, Os mon 
- oF.” motes m 
~ = AiR 1 
tv 5'0€ 
MARICOPA 


iwrense Ml —— 


Let the nearest Raymer man make a beeline to 
your office with our new Hooper ratings, con- 
tour maps and mail response facts...and ee a 
quick picture of this bee-youtiful radio buy .. 
“sweet” package, at attractive new rates. 
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a pattern is set 
_ for The Post-War Newspaper... 


Tomorrow’s America will be changed by the millions of men 
and women today scattered afar, overseas. Even now they are 
pe ‘ keenly aware, fully awake. They are acquiring experiences 
% > 4Z and knowledge; they are coming to know the peoples of other 
countries; how they live and how they die. Returning, they will 


remember... without illusions. 


Tomorrow’s editors wil be thinking and writing for the 
~~ most literate, most traveled audience of all time. To the returning 
millions, the superficial will make no appeal; they 


will be unawed by words without substance. 


In New York, right now, one newspaper is a pattern for 
~..{, post-war America. It is the Mirror, edited by those who 


know readers as PEOPLE, not just us statistics. 


Live, vital and true to the youthful outlook, the Mirror 
spans the full octave of interests of its cosmopolitan 
readership. To do this, the Mirror subscribes to all of the 
great news services . . . reviews news photos from all sources 
... builds features on the sound basis of reader-response. 
So results a newspaper which gives its readers NEWS, 
entertainment—and a liberal education in all things of 


current importance. 


The Mirror is not home delivered, offers no premiums, has a 


small mail subscription list; it is bought at newsstands by 


people who prefer it to any of the other New York newspapers. 


On the basis of this great voluntary purchase and the 


responsiveness of its reader-families to advertised offerings, 
the Mirror is a ready-made pattern for the post-war newspaper: 


fast reading, ideaful, newsworthy . . . sound. 


With its upswing definitely trended before the beginnings 
of war, the Mirror now has the second largest Sunday and or 


the third largest weekday circulation in the nation! 


the MIRROR .. new york 


Member of ASSOCIATED PRESS * UNITED PRESS * INTERNATIONAL NEWS SERVICE * AP, INP & STAFF PHOTOS * MEDIA RECORDS 
ADVERTISING-FEDERATION OF AMERICA © AUDIT BUREAU OF CIRCULATIONS * AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION, 


te i oe. 4ae ieee. cow y 8 ya ee ee ae .. ots te os # 
oh ey . J Leen ‘ ¥ ao » “ . = . 
Sen pee ~* Beis AV ’ at Peete oa ae y Tog ata e 2 
me 4, . ee % at - Seo che Pe 
- ' : om MSS ey et 


as 


PS 


, ar 
es, 
: ie 3 hee ie ’ rc { wt Dron wat Pe wer 7 Met x 
" ‘e * i z = tei ~— * ] ae = “ cae, y ‘a my x hl 
° >. ia = | dhs + ee ee . 5 ‘ be ed ‘ * f : 
] 9 43 ee J e Ce aa tag 
PS 
ee 
-——_ Fs 
eee eo 4 Se 
ea EEE ees, bs aa 
sii _egeieteeee eee = iis : | 
F ee ag = — “ag 
RO oe ei e coe ros ee : 
LE — = ‘3 e . tee % Pi , 
Pris Ree Bee ll ¢ 8 = % wr: cae 3 a 
ee Le —=ER Se ¥ - q 
Bro Meee : a - ‘ 
gee fe cee > 3 Fe: SS By : ‘ 
ea _ on OES eee . ay 2 3 j og : 
es ee Pee es oa ES Se j Ss q : a 
or 38 Pt al a a Si ; i , 4:0 
8 iets eae Bre Saal ’ > ss EERE Bee eo Zi 
& 2 AO ea oo 2 ‘. - . gr SS ee ee = ai Es aie 
: CC ——- Z f “ sia ee xe Oy 
2 os Sete SE Sa a ~~, pte e: ne 
F EEE SS $ : : ; ‘< thes 
3 Se ae aera F e ° " 5 See : ae 
; ae es Bis es z = 3 i: : : egset es = ais 
Pree See & % ee 2 2 
: SE EE ty i +. ; ™ : ; ‘ 3 
Bs geo ies ee: a . é . » ne oo 
oe = Poca e : ; : j % ; ‘ a 3 
? REM ae , 2 ie 
P53 “Sie Gamer ae * : : a e 
eas ae Beer 3 * é Sats 7 
i. amen 24 “ts 4 
—  ¢ ? __ * : 
. eee | é 4 es : 
Re a — Pes a 
ae ag 
ee ae a 
ee : 
eS Bae 7 
ee . 
ee 
> 6S 
ee 
Rt 
eae 
as 
Ss ee aie 
_— Se Bee 
isan 
ee oe 
# a Bee 7 
— 86s ; 
aa a Ee Ee at 
— #4 BS ae casos _ 
Bee Rit. iy ay 
Be be aaa 2 nee 
—- Bae ce Hee Se: re a 
a 5 Rae ie se ue 
a Batis a 
= . 4 ee ee Be. bk’ i 
j Ra oo eR naine Sier a 3 oY 
_ ree: . z i 
—- 9 stn. al igeiteae aa eo Tiny 
ae Ba ps es Sees sgt i ee . ie 
ES oe 3 3 aes gs Si ee ee : rrnnnogens se . pee ne ills i es aa es ON i i nae € 
x ora # ST oe ant DROS a SESE CF we seamen s oe 
a is Reet ERO Pein set earn see , a 
| . a ee ; Sat oa eee « om 
a Be a bene aris eee: gee Boe o 
— PP ie ae semanas re a —— 
= cession ae Do ell seitisiigae iets ni ith  : 
[a SERCO Re aaa ee ical Peg... pina ca ip a BS ee - a 
— x = SS RE Re Pe E a eae cet a Ba Stet ; 
a 1 Bs eee Pea FF a. eae cae ooh ear 
- SRS PS ema CRS 5: ieee are i Res “est pisionen 
aaa ae ? hee Kes ee ae Lo ae = ee 
ae f, Br 2 elie eee eeecaeare ee 
a Mf FOG yas LO en oe a a amma a aR ae 
| aa ; 5 so ir pam a Saree ; TER i 
ae \ aromas as Bera Se E eatery SE eas 
ae ‘Sf oe Sn enlace a, ees Pre a Wika 
ae ; Ps eee Re eee Be Ceti “s REE WS 
ae ? ARR Bren sae em Posi Siesta ‘ 
Se Se PS ae ee nate Se Renee ea POR Oo a a 
F SER Eg eS eae men cet Se ee Pee : 
«ae < +f OES Eee Re ae Ss ae? ts re Rocnnaneninenne gh: 
- tite ff es ee 
ae TS BASS eee aaa Pee ae 3 : 
ears: 3 eae Sees See eae eee Gc gitat ar rs es vy : 
Se ESE PRES 3 Sa ie eect aes SR Fe el “4 si . 
a $: f * TSS Ses # Sea ae Rg Ret oee by girs ea Br ; ' 
2 ) ie, Sanaa Lh at A, IRR ae a _ iiaeemmaeeraree eres “A we q a 
as ais) ity eae ae eae at oe : be Ro a Te 7 
ee. ine a : $e oo oS JRE gee Reet 3 
3 > Ba : a eee Fae SRS eee Bt yee oe ccummeaias $ 
, ae a x a? 2a a Mie ha . OT an % . 
a ie “ie 21 ae Sa ae SES ME isi a PBF. a2 
ee a (i SoS. Sa pat a e : 
; 4 & . ee +e & oS ee mS e See ; eet ae Rae. 7 
3 oa a ¢ ee pan! “ahage , > oe SS Da 7 
a a — 2 > wid So tppangmenen, we i. Sepa in 
a Oe Sees se S ae i 7 Bc a ae Se OOO a BS 9 gs Oe a 
= is me 2 eee ed EOF = ie : ; Se eae 
ee cS. eee See Pets, iain Se ee cet ea _ 
q tis 7 as Pee UNS St ee . aaa Pe ae 
Be ya OR nc ‘os 3 ae aa ee > ="; Sig ae Co 
: Ee De tee 3 Sa ° ec i ey : Pe geen a aaa — 
a aaa eat << ae ae aa Bee ae ; Ra ia es SRO Pere oe 
SS 3 x es Sree 8S I 2 ei EO cae ; 
Bee ieee * Ba. me * % es pastime 5 
3 Seas a ae oS aaa Ko os eee & 
ee et = i a ew cau Pee 3 ‘3 
Sey eae j oe Bo ene ee i ~: Serr” ee 
Bese Soy, ~~ es ee peer 3 ae ft ee Go aM 
eS 3 i $ oe aS ze ce ees Sian. co y : 
ner : nner tei cogs Sie — - Ba fee: eee £°° on aerate é <getonetee 
Bec es ‘ od w “Se, — Fe ccc: Seamer eek aaa 1. EOE eet a a Sa ; 
einer “~/. oa es ie Ee Bee ial WS Ps 
a sees F ’ ey so pst Be Se gr an ee i pee 
a ite, . E pee Bh eS a i EOE ats ss ‘Saale 
Ses ere eee \ “3 ae md ee eee ge ess sia ‘ 
Be > = Pete oat — its RE as Sa aoe Fe 
ee oe eae . . ee OE Sie ita es Basan i rons gaia 
ee Ti... i Maem : een ™~ gt Ee a Bs Sat a 
eee 7 I ‘ ~ gga ec pipes 3 Seon isc My “i 
— eases : > aes ~ ew eS Bae sete Na ee. a ca < 
pose Rs 4 es : Ps ee i a 
Re se ? = 9 (nn cesta * Se oe a : 
ee 7 me ae i eS iin a 
8S f be i . i. : LO ies Se b ae are te Baer i 
pS trea ca % 4 7 : ore o aaa pie nee : 
Nz Be occur. : a ‘ ‘ Bie acon i Ne rt ae 3 a 
e a- ie 3 See ae + Bae cess eee tas * 
it Ti ine koe Sia Bs Bt a. Soca ae % 
f Se 3 os ee cialis ERE me Roe a 
‘aste rs Rg es e Naa a - 2 “ Ree Bs SO tc a RE 7% 
eek eae eB i aia ‘ _ Nae Re OO RO 
RE ll ee PRE geet} ‘~. a , 
a , BE ee cai Pg Pay Bess 
i SEE ee ay 3? ; ™ ~~, ae 
—— a BE ag ; : ; Se : =i 
ae . SE ae: ee be ‘ 7 
mm * ee tee ee I aad ; ~~ a 
ae ee Bey awe ne i Mn, ™ ee 
es | iis eS ae eS om 
—— J Bae a ee i ake cae . =" 
q Se Socata ea esr oe te Na . : 
i ie oes "ier Sra a i ae ; 
RE a Pease ate ae Bee: Seige se oo ™ . i. 
NG. | Bae S oe, Shits tan erm see 3 age Do ae ; es “ . . 
| ORS eerie Ws Bae i ag ame SS Sa Sa ta Be age pars, 
that | Me Be age ae ee ae ee . Se ‘ 
il eee ee ee ce ee ae eee Be eee ~ a 
EG RRR so Sea SRI ee tea commer ee bi aa 7 wy 
= | Seemann, Sai 6 eee ee : eee ae . ae 
ising i ee Meee i Be 3 E Sa i. he 
ee 2 Se. ae ee ; ae Se eee beam . 
it re- BS Be pg ae roe pee. Bae Se aan 7 
| ear ei i ee ; ee pun: Soe ae 
msion ee a ee ee pile eas: cs ea 
e > ee. ee SS ae . _ ees og ae 6 iy 
i i 3 —_— 
. ee 8 a Saas  iaian aes ane 5 Saar S, “SRE ee oy 
a> ce RE, e Se aaa 2 aS ae aii ae of * aia oni Oy init 
ees oe al a Bets. RY gma a 2 r 3 , ee rs ; 
 . Maca CS aad -o Bo i oie oa eo 
A di ate = mt eee ae ae es i re ; 
% a: é A Sg 3 ie a Se ee Fg Ce ae ae Boe OOO Ds as FM he . 
ee. ee OER: EO AS RS: Sree ee j S. as Fi ME ioe Ma oo eer ee ie Seat sa 
oa = a Pe Was “8 fe . Ss ! spot ae it Reger Sa Sa ae mae mS eee eee” x as pe ‘ss eae » 
= ioe BERENS Co gee ae DS. <n ie Be aaa ie Re aes ee 
ee aE Barts ee Bee ee aie Be — =e * i er is See, Se a aes Seaman — 
i. pak. Panis one Pegi a i a 5 - PS: Be ie ee ead : TS St, 
Sy eae eae fae a 2 Caan ae ake es a ae ois = 
es on ade amma = as a lee: eS BB eR ae Ser ‘ ‘Sage mans as So Seen _ 
— — Or rr lr Se Wee A Se : 
re ae. Be hie ae Boe » poco Sc aR Spee ey fe “i Ra, Since tf 
ees 54 pp cyte oe ng ema Rie aan ee sa are i Rite Te PRES SSR tae. aa ete 2 : 
eB . eee a we he Be ro aes es, ee ae Be 3 oe aos me SERB ee, in ee errs 
—  « Sea Be Sets ae y cae Sa Beare Be ote See Bees ae yas: Soe, Rae es Se Sn ae Bi am ae 
a oe ee Bei is i, a a ee a Byung Ba i ta ai sao ee is eae Coe. Saar 
i Pee pee "SRM fis eae pate meted ce Setar a ames CE SS. RR 
A: ee Bets oe: ge ws 1. Cada Ses is ae am ee ms i ener ae, 4,7 hae "ie : 
a= i Smee s. & ee Bc ee, 
a ee ns bic Sa ee : Sirs: am fee Fg E i Rel ata: ems. : 
a, = Ble ie a: eee ; a ae oe Beer ge feces 9 FF, ABE ie Sas a ag me “gw 
ce = as SS ee is “y & RR ide RES ee 5 S ec dee oe fee . a 
a [a ada ‘ae oo te ; 22 Shp ra 4 et Sem: 
en ee RS ng 54 a tes pie a ey i? ; Se sex SRR ae oa 
— i ge on ten te . 7 Bord MEE a see & oe a Ce ES ye 
A ge , ee ee : Gee, te : 
——— bs Bea ge 2 Reirtadey Sa aC: ce ES RE 5G eres i ae 
: RE eres ORS er aa Pe cae ee P aheae eee BA aie es a 
a as 5 es LL ace! 
ae ie oe pO iy eae Bees. ee 4 ee ee, ae EF Fs Js 3 ee fee eee me Rome! 2 i 
RE oe Se . 5 ET ame So ae esate ters he ema" 
RS a am iar age g Come EE A RSS ie ae 3 fe oe 
Ba g ea OR seas A SR Ie. aaa ss REED . . see ae ODM 5 eS SAR Ee Ete ’ > 
Sn. | EE a RS RR! pe 7‘ i 3 Ms SM pe 2 Sopateek ° es 
Pie ai Sate ea Ee a Pate gee Bc dae oa DL Bees rn mae RR a 7 
SS acc, nce es so oan ce RRS BRS + rae Fa Sa Beer oe , — 
SS jaa 5 Br he oa ieee eck 4 ee eee Se, OR kee. BOBS erie Bo ers 
eS se i 3 eee ae eo nn a 
3 Sea ecg os ae ile SS es aa OSS. ee rane ae en 
ce Me Tee eae Rs —— ee ag cae — 
ee eS Se me —— epic i 
Sin RR nt ae . =z Bie ge ig eo 
; es. eae Shes $i RST Da aaciaita a Sa ime” ama : 
Rs % as Be ae Benes iter et ea a oe easnamms 
a aes i ie SS eae eae eae ce: ee ce I 
- eS ee ape soars ogee ee ny ie : ; 
Fe i Mie a ee eee. wigs ie Pe 
’ re oS as a BRI as MRE Da i ae ois cal F i. <a 
a CS aa 1S OE BG EE ae aS Sil. al lla 4 aa 
a aes ae Kee? a s “3 ae, oe Seca ae a is. a s sabia 3 
| ae a x eS Sik ae a ee ss 
3 SS Be eer We ig FR GEN et 8 7 
F  [- ; Po ae * ate Bee arn ag. », Sone tape 5 Saat : 
’ 7 eee | ee i R ie be ee 2 ge aa 
; eee a. fe CE ite aie ie aiadalalalaa s ge ; S$ ad 
vO 4 ae :* Ca Reta: etme cai é Pauper’ “ee 
- 7 Sees a > Matern a i = 
: ge Beans Ba igs Be al » ieee ie es : ‘ “ 
aH oe Se eee Cape ae ° 4 "glide ills a taaia Rt epee y RE es ee r 
a Bis Se tag es RNS ie ME x re: 
er 2 Sapemees eae mates ae a j sare of 
a “Saeee a PE see bse, * % Bek Sc Oe ot e 
a aoe oe 3 ie Lae Se et Sa Sr Onn, Sau he oR Ape a a ti : ee ‘ 
- oS F My evr og ESOC OOS ae kf pe: a ae nt Maa igs See oa i 
Bie , est >. ape ee 2 ess ve som a ele : Mey a 2. a ok ? Le ae 
a ans See Nas ee wey See eons gute! vor - pa sae Pina ie : 
ee e ag fate. Lae t eee Ee RE Re RE RE tes he Sas ae RR ae tee eee g 5 is 
ee Bere 2 > a *, PR RRO ORR Oe CRS OKS Pre See Syne ote BO tae a eae ee i et ae c 
eee SS Be aaa gh Seager ar a is : on 5% he Bibs Beit ete Ps ocean aes tae ae Ely 
eo ee OR i Oa gs 2 fi oe PRPS is ces eho em mean ei ag Fes BBR ty peso 
: ; ee ht BR Sf a Ee ae ag Epes “ ee eBay e oe a s ‘ oo As 2 eee 
A xe % } { ‘destruction to the ‘ 5 pe ae ¥ 5 ae m 
<7 Be ng or Mca eRe ee ee ee we oe . a BEN an Sin sta east 2 eg re : 
, oa Bo REE eR ty SORRY eae : ie So hea it, Soe > Be a ee ; Pe i Soc a 
; ‘ P ee ee Ge ee ere hae ee tie ae aia aaa sta a Bae elagee GR ae 8 
Saat eee dee make eS ae, eee oe aa é : i oe Agel 
4 “% oe Saree Slaw He OS ene Pi Soetihs, Pe Bese oo Sgro : , Liberty ee ns : E ee 
> SES PCE Bits rite SURES ee Re oe pamae etee cte ise Bag ogg gee? "tie ae a a ay os : , 
i [ee Soe | Peper GS A Sel Oa ONE a ag tape ite meaee oti aaa ~? 
ies ae ae : , ’ io . 4 we So en ne Oe I a Pe ag See ¥ 
. OBS See ie oar ' / eh ‘ “ $4 % ot eee te ee Mere oo. | 
% oh ae ars ge ce # sf » OS ie alaga fie ee ee ee , Ve mit. <8 ee Sa tee oe Be ia 
& SR ee aoe, ge ere Ba | RRR Se a ae Rs tae, oh Seite ge os at eas Cig eM a 
«Le Se Sik ROR 8: ia ER OEE OR Ree pe a aes aoe a a aR eae ; 
Se #, : Bee ss BOER Pee eee. > ware eee, eS eae. ares Pe ari eo a Se a 
- s me ae ae apes ae ae Renae a ae ". Pee ns ae cae ee Sg gel Pte ting Sein, gtaee ine oy % 
us aff Rie m aia rm eR A i aaa SS mgs Reso eae ae . | 
Sie See Par eRe on eee ee eR Gt Ee RS Be OS oe eee Lace 
PEE ee cena BEL EA ee Pe a Be es : ie ere ical i as « 
oe eee ee ae SL na Bote FS mai ae ‘me pone mT 
cee b Se rac & ce ame aes Aone eo ee 2 e. age Sd Mae tet | Op ged ae?” ue 
§ ae aS amen: Beg are ae ae 3 a as % Bee Bee 4 + i : 
% = ae ge see ig eB BB: ee ee ae ae : ¥ 
% 22 ¢ oe Be Fe aor ae a we nae eee 
: fag oe 2 2 ik ge . £3 hi F F : se 
Re ete grey tae ae = 
le eee the pe o 3 i oe 
if, Pe sve * x y 3 ¥ . eet 
ae fF OPM Ee 27 # i 
; a a ae 
J 
. * 
bs 
Py 
.. 4 a 
‘ i i or Ne ‘. Pe , 
% tem Pag) AA es Eas pe : Ede oo : : as 
sere Se ae Se We sf eke ge : : mae 4 4 * Meee ns gee ; a 
A ai tS Pm?! Be 3 et at Sp j ae 3 . an 
. Py ‘= : / See, a. eye 
ae ae if ne x rl cage 4. eS 
# Spgs: ~~. + oe oe jog oe be Ba 
= .. Y "5 a ‘ 7 on 
hi aoa 
eee Bes = 
“ my 


ut 32 
Name Ellis Advertising 


Buffalo Home Insulation Com- 
pany has appointed Ellis Advertis- 
ing Company, Buffalo, to direct its| publicity 
advertising and public relations. 


| Taylor Names Ferres 


for Taylor 
Companies of Canada, Toronto. 


Ferres Advertising Service, To- 
ronto, has been appointed to handle 
Instrument 


Warns of Outmoded 
Sales Base Under 


- 


DIAMOND MARKET jx. z GOLD SETTING 


Rationing Factors 


Here's complete primary coverage of 
the whole, rich South Texas market— 
including San Antonio, largest military 
center in the U. S., Corpus Christi with 
the largest naval school in the U. S., 
Harlingen with the largest gunnery 
school in the U. S., Laredo with the 
largest range-finding school in the U.S.— 
at low cost. 4 prosperous markets in 
one. Your account handled individually 
by the four stations, working closely 
with retailers and wholesalers in each 
area. Literally, a diamond market in a 
setting of gold! Write for details. 


Write, Phone or Wire Collect for Market Information, Rates, 
Primary and Secondary Coverage and Merchandising Plans 


HOWARD W. DAVIS 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


cng =. 


Maldistribution 
of Goods Shown 
in Nielsen Study 


Chicago, Oct. 22.— Many manu- 
facturers of nationally advertised 
| products subject to rationing and 
| other restrictions are suffering from 
| maldistribution as a result of failure 
|to adjust distribution of available 
| 800d in the light of rationing and 
other powerful wartime influences. 
| This warning was expressed today 
| by the A. C. Nielsen Company, mar- 
| ket research authority, in a current 
|analysis of what is happening to 
|advertised brands in the food ana 
is field. 

“Rationing acts as a giant leveler 
of consumer usage,” said Arthur C. 
Nielsen, head of the company. “And 
research has shown that, following 
rationing, consumer sales of a ra- 
tioned commodity tend to decline 
most abruptly in high-consumption 
areas, whereas low-consumption 
districts (where per capita usage 


| 


TRENDS OF DRUG & GROCERY STORE ALL-COMMODITY SALES BY STORE TYPES 


[Consumer Deller Besis-000,000) 


Per Cont Change 


GROCERY STORES 


ee 


Advertising Age, October 9; 1943 


2 Your-ege DRUG STORES i ee 
+N& = : 
BS ee 
|NATIONAL a ' 
i. 0% 
|NATIONAL| ommms «a 
Lee 
+ 28% 
CHAIN a ox 1% 
7 MEDIUM 
MEDIUM + 
“ RGE., _ 5% 
LARGE. — ee oe 5% 
AINA 0% 
SMALL 7” SMALL7 
san aae See Ehnemnpbak. uate Si: 
oe? 943 196? i” 

— 
has averaged less than the ration| consumers are finding it impossibj. 
allowance) may actually show in-|to buy products to which thei 
creased consumer movement. ration coupons entitle them, whi 

“Thus rationing has created vital| the same goods are relatively plentj- 
market shifts by territories, city|ful in other markets—a situatiop 
sizes, income classes, and other di-| which is not only against the na. 
visions of the market. But—in|tional interest, but which is alg, 
spite of this fact—many manufac-| capable of causing serious and |ast- 
turers are continuing to allocate|ing injury to the manufacturer: 


their available goods according to 
sales in some prior base period, 
without adjusting for the drastic 
shifts caused by rationing and other 
factors. 

“In consequence, some groups of 


1 


did. She usually does. 


Good thing for your family she is. 


UNDERSTANDING WOME 


2 ae a eg4 aS 


Your wife brought home the bacon today. Bacon’s scarce 
but she hunted it down. And did you see the other hard- 
to-get things she bought? You couldn’t find them... she 


Shortages have changed what used to be a simple shop- 
ping job to complicated hard work. It’s tiring, it takes 
persistence, smart judgment, constant study. Your wife 
has to be a combination detective, strategist, commando. 


And a good thing for her that she can find practical help 
and information close at hand—in women’s magazines 
such as the Companion. Millions of homemakers today use 
the Companion as their basic manual for wartime home- 
making and buying. Never before was the Companion 
bought more eagerly, read so thoroughly, used so much! 


C 


-_ spanner eee wong greener 


Decorating ideas . 


have December! 


WOMAN'S HOME 


N I§S OUR 


FULL-TIME 


‘| 
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Your one-woman task force has done it again! 


DECEMBER’S COMPANION 


Beardsley Ruml brings a note of cheer in his 
article “Your Taxes Will Go Down’... 
“Flight Nurse” tells about the nurses who fly 
with the wounded at the front... With the 
sale of diamonds at unprecedented heights, 
Roger William Riis gives advice about buying 
and selling them... The Companion Poll 
finds readers’ opinions on the much discussed 
question, “Is Eighteen Too Young to Vote?” 
... There are four exciting pages of Christ- 
mas gifts...Good Looks pages... Sparkling 
Fiction, including the Companion’s innova- 
tion, the 12,000-word “long short story”... 
. . Recipes for cookies, 
candies and a holiday supper. Add the en- 
chanting color photographs of new trends our 
fashions editor found in Mexico City, and you 


OMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


JOB 


An’ 


consumer franchise. 

“The manufacturer who neglects 
making an intelligent, fact-foundeg 
effort to guard against maldistriby- 
tion operates on the false assump- 
tion that rationing and restriction: 
are a substitute for management 
On the contrary, shortages of man- 
power, materials and transportatio; 
place an added premium on alert 
and aggressive management. Re- 
search data on scores of rationed 0; 
restricted commodities reveal amaz- 
ingly divergent consumer 
trends for competitive brands. 

“Theoretically,” the research au- 
|thority commented, “all manufac- 
turers have equal opportunity unde: 
rationing and restrictions; but fey 
manufacturers make equal use of 
these opportunities.” 

Studies of competitive brand posi- 
tions, in terms of sales to consum- 
ers through retail outlets, show re- 
markable changes. In a current 
Nielsen study of a restricted com- 
modity, one brand is now selling 
138% of volume in the period im- 
mediately prior to restrictions, wit! 
| two other brands showing increases 
|to 115 and 123% of previous vol- 
}ume, while two additional brands 
have declined to 81 and 92° 
| previous sales, respectively. 
| In this case the explanation is the 
development of a substitute to take 
the place of a key material n 
| longer available, and the varied de- 
| grees of success of manufacturer: 
|of the leading brands in putting 
| changes into production, getting 
advertising push behind the cha: 
products and variations in p) 
response. 


Pushes Single Brand 


In another case, concerning 4 
| rationed commodity, one manufac- 
turer has concentrated all of his 
| efforts and material in the produc- 
tion of a single brand, dropping 
others of lesser importance, and his 
sales have zoomed on this product 


Sales 


of 


an 
ged 
ibli 


to 324% of pre-rationing levels 
Other competitors have increased 
consumer sales to 113, 129 and 
154%, respectively, but are far be- 
hind the first manufacturer in cur- 


rent marketing position. 

In still another case, affect ng 4 
rationed commodity, one part) ula! 
brand has forged to a leading 
tion, with 188% of pre-rat 


The ONE Shot 


What it is and whc? 
it will do for yo! 


Makes 8 color ccpacaien negati * 
simultaneously. sing!s 

records the blue, red and yellow 
the original subject, also complet 
the original photograph. Color pri 
ing plates can be started imme 
ately, or tri-color prints can be p 
duced in any quantity and any *& 
up to 14” x 17”. Reproduces the co: 
object or scene in 2, 3, or 4 colors 
the shortest possible time. Color s 
arations made directly from t 
object yield the sharpest detail a: 
most accurate color reproductico 
and also save time and money. F 
particulars phone or write: 


JEFFERY WHITE STUDIO INC 


Color Photography Since 1920 
1 153 E. Elizabeth Street, Detroit, Mi 
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jdve’tisitg Age, October 25, 1943 
<qles. by the simple device of ac- 
quit additional plant capacity. 
Com; ting brands have maintained 
, relatively stable position, with 
fron 16 to 109% of pre-rationed 
sales olume. Rising material costs 
plus veiling prices have prevented 
muc!. action by the latter group, 
but -perating economies accom- 
VARIATIONS in OUT-OF-STOCK 
AUGUST 1, 1943 
eASED ON PER CENT OF STORES HANDLING) 
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plished through increased output by 
the first company has placed it in a 
remarkably strong position for the 
future. 

“The foregoing,” said Mr. Nielsen, 
“are merely examples of the long 
list of kaleidoscopic shifts in com- 
petitive position during the war up- 
heaval. They demonstrate that 
rationing and restrictions do not 
affect all competitors alike, and that 
complacence in matters of produc- 
ton and marketing carries a heavy 
competitive penalty both for the 
present and the post-victory period 
a well.” 


Dealer Stocks Gain 


Dealer stocks of unrationed and 
otherwise plentiful products have 
inced to an average of 124% of 
normal, or 57 days’ supply in the 
il stores. However, there are 

p variations in stocks of indi- 
‘ual classes of commodities. In 
case of hot cereals, the advance 

) only 117% of normal, or 60 

’ supply compared with 59. 
ly-to-eat cereals, on the other 

i, have increased dealer stocks 


BIGGEST 
BUYERS 


ost products are 


AMILIES 


ITH CHILDREN 


advertising list with 


PARENTS’ 


% million selective , 
circulation at 
mass rates 


to 162% 
supply. 

Flour stocks have declined to an 
average of 94% of the prewar fig- 
ure, against an increase to 112% of 
baking powder and 137% of abra- 
sive cleaners. 

In the case of products in short 
supply, due to rationing and other 
restrictions, the average dealer stock 
has declined to 42% of Aug. 1, 1941, 
levels, with only 24% of the normal 
tea supply, 44% of coffee, 71% of 
butter, 38% of baking chocolate and 
31% of gelatin desserts on hand. In 
the case of butter this means only 
four days’ supply on hand; while 
the reduced stocks of tea and coffee 
still allow 30 and 21 days’ supply, 
respectively. 


Outpace Consumer Sales 


In commenting on the dealer 
stock position of “plentiful” com- 
modities, Mr. Nielsen called atten- 


of normal, or 36 days’ 


tion to the fact that in four out of 
five cases, stocks have risen at a| 
relatively faster rate than consumer | 
sales. 

“This trend toward heavier stocks | 
can be viewed with satisfaction | 
now,” he continued, “from  the| 
standpoint both of the national wel- 
fare and of the individual manufac- 
turer’s interest. The adverse ef- 
fects of reduced supplies of some 
lines can be mitigated by large and 
adequate stocks in others. 

“The manufacturers who are able | 
to maintain substantial inventories 


on dealers’ shelves will invite trial insure equitable allocation and dis- 
usage of their products by millions | tribution of available supplies. 


of former non-users. And trial 
usage now may be instrumental in 
creating broader demand later on. 
“But rising inventories in retail 
and wholesale channels contain one 
element of danger for the future. 
Such a trend deludes the manufac- 


turer into thinking that his factory 
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stock in 35% of the stores in Class 
A cities, as contrasted with onT¥° 


sales reflect genuine consumer 
movement, unless he utilizes re- 
search to find the facts. Factory | 23% in Class D and rural communi- 
sales gains which are based on in- | ties. Similarly, the out-of-stock 
creases in trade stocks are fictitious,| percentage is 36 in chain stores as 
temporary and subject to costly re-| 
versal at any time.” 


Wide Variation Shown 


An analysis of the dealer stock | 
situation on shortage foods, the 
Nielsen study reveals, shows that 
the picture is worse than indicated | 
by the average reduction to 42% of | 
normal supply, because of failure to 


PY mmm ae 
TO TALK DIRECTLY 


fa) WITH 400,000 


For, BUSINESS EXECUTIVES 


example, a study of an advertised 
beverage shows that it is out-of- 
stock in 27% of its normal retail 
outlets; but the variation in this 
situation runs all the way from 45% 
in the East Central district to only 
15% in the Southeastern territory. 
On the other hand, it is out of 


Choose the 
leader... 


SEATTLE... 
Paul Bunyan’s Permanent Address 


— than 10 million acres of Douglas Fir 
timber are now ready for harvest in the 
Pacific Northwest . .. enough to re-build 
every home in America! 

Over 15 million acres are in protected new 
growth—and each year 12 million seedlings 
are grown in State and industry nurseries. 

Timber is a renewable resource. In 50 years 
a Douglas Fir grows to 125 feet. It is the seri- 
ous intent of lumbermen here to provide 
timber for generations to come. 

Timber is a permanent resource that con- 
tributes millions to the permanent prosperity 
of Seattle. For in this city are many sawmills 
... builders of logging trucks, cars, engines, 


Represented by O'Mara & Ormsbee, Inc., New York, Chicago, San Francisco, Los Angeles 


hoists and mill equipment. Ahead lie impor- 
tant developments in plywood, pulp, cellulose 
and prefabrication. Seattle is a solid city 
based on solid enterprise! Tue SEATTLE 
TIMES is the preferred newspaper in 7 out 
of 10 Seattle homes. 

ABOVE ALL SEATTLE PAPERS 


HEAD AND SHOULDERS x , 
THE 


Searrie Times 


Seattle, Washington 
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1943 
against only 23 in the large inde- | Central area, against 12% in metro- show approximately the same total TREND of RETAIL STOCKS TREND of RETAIL STOCKS 
pendent stores. |politan Chicago. Only 16% of the| inventory as two years ago, with a AND DAYS SUPPLY AND DAYS’ SUPPLY 

In the case of a well-known | stores normally handling the prod-|trebling or quadrupling of out-of- “PLENTIFUL COMMODITIES” “SHORTAGE COMMODITIES” 
brand of canned meat, the average| uct are eut-of-stock in Class AA| stock, clearly reflecting maldistribu- s saves 
out-of-stock percentage for the cities, the metropolitan areas, while | tion,’ Mr. Nielsen pointed out. “The crn, sree he ont pe wee; * al Pry 
whole country is 41, but the terri-| the figure rises sharply to 52% of|results often show the influence of| 40T CEREALS machines TEA pom ae wera 
torial variation is extremely wide.| tne Ciass D and rural communities.| allocation based on each brand’s ae sed Avg. ! << 7 0 
In New England, for example, it is| Half of all the chain stores are out|sales in some prior period. nine “a a be bug. | 1940 24) n 
49%, against only 19% in metro-|of stock, against 36% of the large “Obviously, the over-all objec- — a) « x 
politan New York. And the out-of- | independents. tive should be to achieve a smooth i Sees | 9 a 
stock figure is 52% in the West! “In many cases individual brands| out-of-stock pattern, so that the ae eg 108 ] 0 COFFEE $5 ys 
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manufacturer may both serve the 
national interest and safeguard his 
consumer franchise, whereas, by 
inequitable distribution, he is now 
inviting his customers to sample 
competing brands and _ substitute 
commodities. 

“In our studies of the out-of- 
stock showing, peaks tend to de- 
velop at each end of the scale. In 
the case of the small independent 
stores there is evidence that these 
outlets are being given less atten- 
tion and delivery service by the 
wholesaler, thus accentuating a nor- 
mally thin stock condition among 


Unrationed Shoes 


in Heavy Demand 


New York, .Oct. 19.—The demand 
for popular priced, unrationed play 
shoes is on the rise, and accounts 
for a considerable proportion of the 
women’s novelty shoe busihess of 
the country, according to Eugene 
A. Richardson, spokesman of the 
National Volume Shoe Manufactur- 
ers’ exhibition, which opened yes- 
terday at the Hotel New Yorker. 
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FORTUNE 


Use the Combination - 


: 


i 
} 
BURRIDGE D. BUTLER 
Publisher 

| 


ell 


Double Your SALES Power « Pracie Farmer Laud! 


! HAIRIE 


HROUGHOUT all Prairie Farmer Land, the Wheels 
of Fortune are turning—often as many as 16 hours a day. 


There’s much more than 


tremendous effort these farmers are putting forth to pro- 
duce “The Food to feed the World.” There’s a deep down 
Patriotism of the unselfish sort which makes Prairie 
Farmer-WLS especially proud to serve this vast army of 


working families. 


With confidence earned through many years of service 
they look to Prairie Farmer-WLS for the news, market 
reports, farm counsel, religious inspiration, and clean 
entertainment which best meet their daily needs. 


Yes—“The Wheels of Fortune” are turning in Prairie 
Farmer Land and more and more advertisers are recog- 
nizing the moving force of the double-powered sales 
combination—Prairie Farmer and WLS. 
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this group. Furthermore, 
increased sales volume has added 
to the small stores’ difficulty 
maintaining stocks. 

“Regarding the chains, it is logi- 
cal that these stores’ 
turnover would result in high out- 


first becomes short. But in the case 
of many rationed commodities, the 
chains continue, month after month, 
to show comparatively high out-of- 
stock percentages. This is in spite 
of the fact that the chains’ share 
of sales of certain rationed and 
restricted goods has shrunk more 
rapidly than their share of all-com- 
modity sales. 

“Therefore, it appears that the 
method of allocating restricted or 
rationed goods may in some cases 
have been based unfairly on factory 
sales instead of consumer sales. 
The fact that many chains use 
wholesalers as auxiliary sources 
may cause them to receive less than 
their otherwise normal allocation, 
since wholesalers naturally prefer 
to channel ‘shortage’ merchandise 
to their own steady customers. 
“Numerous opportunities exist for 
increasing equitable distribution by 
territories and _  city-sizes—oppor- 
tunities which are vital to the man- 
ufacturer who seeks to emerge from 
this turbulent period with his right- 
ful share of his market and an 
increased measure of consumer and 
dealer good will.” 


Given Added Duties 


C. J. McDonald has been named 
assistant to A. T. Mercier, president 
of Southern Pacific Company, San 
Francisco. He will continue as pres- 
ident of Pacific Motor Trucking 
Company and Pacific Motor Trans- 
port Company, Southern Pacific 
auxiliaries. 


Partridge Joins Heagerty 

B. G. Partridge, formerly vice- 
president of L. J. Heagerty & Asso- 
ciates, Toronto, has joined the copy 
staff of McConnell, Eastman & Co. 


of the same city. 


greatly 


in 


fast rate of 


of-stock showing when a product 


More than 200 manufacturers of 
inexpensive and _ popular-priced 
shoes are opening their spring lines 
here this week. Many manufactur- 
ers who are not showing samples 
convened to give the retailer an op- 
portunity to interview their sources 
of supply, and to determine the 
status of the industry on production 
and delivery, Mr. Richardson said. 

Unrationed shoes made with fab- 
ric uppers and synthetic soles are 
coated with plastic and can now be 
“grooved,” with better wearing re- 
sults and improved appearance. 
However, the industry is watching 
the affect on sales following a new 
ruling by WPB on use of such ma- 
terials. Also, it is believed that 
OPA will soon issue a new ration 
order on shoes with vinyl plastic- 
coated soles. 

Aside from the question of ob- 
taining priority on certain materials, 
A. S. Burg, president, National Shoe 
Fabric Association, said that further 
purposes of the association are to 
control quality standards among 
members and to promote responsi- 
ble methods in retail dealings. 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUS/RY 
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“with an eye to the future.” Call it prestige. But there’s New York City’s borough in 1941 were as follows: 


—* a _ " (PER THOUSAND FAMILIES) 
a big difference between just “prestige” and “$ and ¢ QUEENS (mostly private homes).. .. 84.8 


ilticin onuh cutie tales STATEN ISLAND (mostly private homes) 77.9 
DB + ae eke a ) ee Oe eee ; 
n New York City, future auto sales will be base me e BROOKLYN ... ... ......eeeee.. 44.0 . 
a same factor thar held true before the war . . . that is, a 
- SE) teens 4a sachenceeses: Ge 


Today’s institutional advertising dollars are being spent Let’s look at the record. New car purchases divided among 
prestige” .. . the kind that reflects itself in terms of future 
“a 


family’s need for a car... which, in turn, depends on the 


<> section of the city in which one lives. Likewise, in total cars purchased, Queens led all other 


RAGE boroughs in the important popular-priced field (Ford, 


Chevrolet, Pontiac, Plymouth). 


The reason behind this leadership is simply because 
Queens and Staten Island are private home areas while 
the rest of the city is primarily made up of multi-family 
dwellings. In one area, the family car is a daily necessity; 
in the other, it’s a luxury for the few. 
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CBS Promotes Smith 


Charles Smith, CBS assistant di- 
rector of research, has been pro- 
moted to the post of supervisor of 
research for Radio Sales and CBS- 
owned stations. Mr. Smith joined 
Columbia in March, 1939, as a re- 
search assistant and in 1941 was 
named chief of the surveys division 
of the network’s research depart- 
ment. He was named assistant di- 
rector of research in 1942. 


“Honorable lookout was busy 
listening to WFDF Flint Michi- 


gan, Sir.” 


Vitamin Sales 
Soar: Promotion 
ls Stepped Up 


Industry, However, 
Warned of Possible 
Drop in Popularity 


New York, Oct. 19.—High-powered 
advertising programs during the 
past three years have been largely 
responsible for the_ sensational 
growth of the vitamins industry, 
which has become a Magi bringing 
gold to the nation’s druggists, and 
flooding its products into chain food 
stores and syndicates, with sales 
leaping from a total retail volume 
of nearly $83,000,000 in 1939 to ap- 
proximately $130,000,000 in 1942. 

Keeping pace with the tremen- 
dous strides made in the field, are 
fabulous claims originating from 
the public itself depicting vitamins 
as a long-awaited panacea, leading 
some authorities to fear that these 
“fairy tales’ may e:.entually pre- 
cipitate a drastic shrinking in the 
product’s popularity. ° 

One high-ranking executive in an 
ethical pharmaceutical house (one 


which sells only through doctor’s 
prescriptions) contends the field 
must necessarily deflate, inasmuch 
as “half the people now using vita- 
mins will eventually discover they 
are deriving no benefit whatsoever 
for their pains and money.” Vita- 
mins, he continues, will materially 
aid an individual if the individual is 
definitely suffering from a vitamin 
deficiency, but lose their potency 
when merely taken for the sake of 
being taken. 
War Spurt Cited 

The war is one of the main rea- 
sons advanced for the huge sales 
volume piled up by vitamins in re- 
cent years. It has been pointed out 
that, faced with the problem of pur- 
chasing several high-priced foods to 
maintain family health, numerous 
housewives turn to multi-vitamins 
which are cheaper to buy, and elim- 
inate the juggling of ration stamps. 

Breaking down retail vitamin dis- 
tribution in 1942, Drug Topics esti- 
mates that drug stores still domi- 
nate the field, taking in 77.6% of 
the business; mail order houses, 8%; 
department stores, 6.9%, grocers 
and super-markets, 3.1%; variety 
stores, 2.1%; general stores and mis- 
cellaneous, 2.3%. 

Subject of heated debates as to 
whether vitamins should be sold ex- 
clusively in drug stores or be per- 
mitted free rein in food stores, va- 
riety stores and the like, the indus- 
try has to a great extent been 
weaned away from complete dom- 
ination by druggists and is now 


doing a thriving business in chain 
stores and food syndicates, which 
claim the drug trade is trying to es- 
tablish a monopoly. 
Sales Monopoly Sought 

Hoping to plug the hole in the 
dike, New York state druggists re- 
cently made a futile attempt to ob- 
tain a vitamin sales monopoly 
through the state legislature. To 
help bolster their position in the 
field, the nation’s drug stores are 
placing organized sales pressure be- 
hind the pet  business—vitamin 
health for dogs, cats, etc..—as well 
as fountain drinks, and candy bars 
brimming with vitamins. However, 
Kent vitamins, a newcomer to the 
field, is almost making druggists re- 


sort to taking vitamins themselves, 
by distributing through newsstands 
a 10-cent package of vitamins | 
mounted on_ point-of-purchase | 
cards, 

The vitamin club is another for- | 
midable opponent, which supplies | 
“a month’s supply of vitamins by 
mail,” and is promoted in much the 
same manner as the Book-of-the-| 
Month Club. 

Members of the drug industry 
hold that vitamins are essentially a 
pharmaceutical product and as such 
should be sold only over the drug 
counter. As evinced by the Drug 
Topics’ percentages quoted above, 
the majority of vitamin purchasers 
still fall in line with this school of 
thought. Nevertheless, other totally 
unrelated retail outlets have made 
impressive inroads in the field. 


Who's Lookin in Your Windows 7 


Is there a special kind of person who looks in store 
windows? If there is, is he or she a good spender, 
a poor spender, a smart dresser, a plain dresser? 


You know the answer. 


All kinds of people look in store windows. 


Windows obviously aren’t seen by any one class of 
person. They’re aimed at the passers-by, 
a cross section of New York, who may 

be induced through this fonn of mer- 
chandise presentation to make a pur- 
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chase. 


Why do we talk about store windows? 


Because we think you'll agree it’s a 

good answer to the question,““Who 
reads the Journal-American?”’ 

”S\ More than half the New 


Yorkers who read an evening 


AVE NUR 
m2 ini 


Yorkers. 


in a newspaper. 


So this is our advice! Tell about your merchandise 
and your ideas in the Journal-American and you 
can be sure of telling it to the biggest evening 
newspaper audience in New York! 


SUNDAY AND DAILY 


NEW YORK 


JournalsgagezAmerican 


LARGEST NEW YORK EVENING NEWSPAPER—THE ONLY ONE WITH ALL THREE WIRE SERVICES—AP- UP- INS 
REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


ACH co, 
ion eae 


newspaper, read the Journal-American. 


You can’t classify these readers any more than you 
can classify the people who look in store windows. | 
They’re tall, short, wide and thin, old and young, 
East Siders, West Siders, Midtowners, Uptowners 
and Suburbanites. They’re people. They’re New 


New Yorkers look to us as a great show window of 
newspaper talent, where they find what they want 


After all, we’re a shop window which millions of 
folks week-days and Sundays look into and seri- 
ously study. That’s a fact no advertiser, even in 
these boom days can profitably overlook. 


as 
{PANY 


'there are dozens of vitamin : 


Advertising Age, October 25 


While production of vitan 
rapidly expanding, current qd; 
greatly exceeds the supply, alt 
industry spokesmen assert ; 
will not be necessary to pla 
product on the country’s ratio; 
However, the War Prod 
Board has limited the daily q 
vitamin A to 5,000 units. 

Prices Consistently Slashe. 

Significantly enough, vit jp 
are the only major commod » | 
the United States where the 
to the consumer has been ¢; 
ently slashed since OPA intro 
ceiling prices in March, 1942 

These reductions have bee at. 
tributed to vigorous compe tion 
which is growing steadily alt! jug 


facturers in the field. Some o© the 
leaders include: E. R. Squib» 4% 
Sons, Eli Lilly Company, Hoffm 
LaRoche, U. S. Vitamin, lead 
Johnson & Co., Parke-Davis, | ey 
Bros. (Vimms), Vick Chem ¢a} 
(Vitamins Plus), McKesson & fob. 


B, Stams, Fleischmann’s B vitamin 
yeast tablets) Hi-V Vitamin Cor- 
poration (Hi-V vitamins), Lambert 
Vitamins Company (Beams). The 
first six companies listed are ethica] 
pharmaceutical houses and do lit- 
tle or no consumer advertising for 
vitamins; the others are backed 
with sweeping advertising appro- 
priations. 

Vick Chemical, working on an in- 
creased budget this year, is taking 


|large-space insertions in nine na- 


tional magazines and a long list of 
newspapers from coast to coast, 
Copy plays up the fact that Vita- 
mins Plus gives complete vitamin 
health protection, besides listing 
symptoms of vitamin deficiencies, 
One of the first multi-vitamins to 
be advertised, the company now 
uses spot radio and a half-hour net- 
work show—Dr. I. Q. Morse Inter- 
national, New York, is the agency 
Distribution is solely through drug 
stores. 
Uses Full Pages 


Full-page advertisements in news- 
papers on the Pacific Coast, in 
Minneapolis, Chicago, Detroit and 
Cleveland, publicize McKesson & 
Robbins’ multi-vitamin, Bax. Copy 
centers around the theme, “all the 
established vitamins” despite food 
rationing. Spot radio announce- 
ments are also being used, and the 
company will shortly expand activ- 
ity in both newspapers and radio. 
J. D. Tarcher & Co., New York, 
handles the account. 

Last month Major Vitamins 
scheduled a new campaign through 
Peck Advertising Agency, New 
York, which includes national! 
Magazines, radio and newspapers 
“Feel Fit as a Major’ is the theme 
for promotion of Major-B vitamins. 
Last May the company took its 
stand in favor of grocery outlets for 
its product when it used 600-line 
advertisements in 200 newspapers 
throughout the country telling con- 
sumers “why you should buy vita- 
mins at your grocer.” 

Early this year, Standard Brands, 
Inc., long one of the largest bulk 
producers of vitamin B and other 
yeast elements for pharmaceutical 
and food manufacturers, introduced 
Stams on the crest of a powertul 
drive. 

Spearhead of the product’s debut 
in six midwestern states was weekly 
full, half, and quarter-page news- 


Se ling Women While 
_ They're Young 


Published by GIRL SCOUTS 
455 E. 44th Se., New York 


Member of 
“THE YOUTH GROUP 


200,000 ABC! 
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* the current campaign features 
ve space in The American Weekly 
nd TI Week Magazine, plus 53 
ge city dailies. 
. Starts in Dailies 
Initia advertising to introduce 
;_V vitamins, new product of the 
;.y Vitamin Corporation has been 
‘rted in Pittsburgh and Detroit 
ewspapers. Insertions, ranging 
‘om 450 to 750 lines, are appearing 
nce each week for an indefinite pe- 
od. Copy emphasizes that the 
oduct may be purchased at gro- 
fery outlets. As distribution is 
‘epped up and merchandising tie- 
DS ee the grocer field effected, 
oduct will be promoted na- 
Q a Hi-V currently has a large 


ising Age, October 25, 1943 


advertisements in cities of 
han 100,000 population. Spot | 
,cements were and are still | 
sed on principal CBS, Blue | 
tual stations. Stams adver- 

now expanding nationally 


stribution in all syndicate stores 

d food outlets and three years ago 

went into F. W. Woolworth Com- 
pany stores. 
' Approximately 35 newspapers in 
wstate New York and cities be- 
tween Cleveland and Pittsburgh are 
carrying 500-line copy to introduce 
Beams, new product manufactured 
Lambert Vitamins Company. | 

Y ae insertions will appear 
nee or twice a week until Nov. 14, 
and spot radio is also being used. 
Lambert & Feasley, New York, 


New York State 


Releases Brochure 
on CED Program 


New York, Oct. 19.—In conjunc- 
tion with the Committee for Eco- 
nomic Development’s program to 
stimulate business men all over the 
country to plan now for the post- 
war period and help provide jobs 
for millions of returning service- 
men, the New York State Division 
of Commerce has released a bro- 
chure headed “A Man Can’t Live 
On Glory—Give Him a Useful Job 
When He Comes Home!” 

The fact that small business holds 
the key to this serious problem is 
strongly emphasized in the booklet, 
which is being distributed by the 
division’s office in Albany. Copies 
have been sent to Chambers of 


Commerce all over the country, 
Rotary Clubs, mayors, and members 
of the New York state legislature. | 

Asserting that large industrial | 
enterprises cannot take up all the 
| slack, copy points out that in 1940 
|there were more than 33,000 fac- 
|tories and some 350,000 non-manu- 
| facturing firms in New York em- 
ploying 100 workers. or iess. 
Together, they provided jobs for 
twice as many people as the firms 
employing 100 or more. 

“If each of these employers is 
firm in his belief in America’s 
future, he will make plans boldly 
to expand his business— take on 
new products—cultivate new mar- 
kets—employ more men and wo- 
men, and the goal of 1,000,000 new 
jobs in New York State will become 
a reality,” it is emphasized. 

For that reason, the Division of 
Commerce of New York state is 
giving the chief measure of its 
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attention to the thousands of small | six day a week spot over W55M, the 
business firms in the state. Field | Milwaukee Journal FM station, on 
offices have been set up in key cen-| “It’s a Woman’s World.” featur- 
ters to serve those business men| ing Anne Ross, commentator. 
who are ready now to plan for'| 
postwar programs, and to consult 
with civic committees who are} 
already organizing to deal with| 
postwar community problems. 
Assurance that “the state is at| 
work for a brighter future” and 
applying itself to a practical pro-| 
gram of readjustment to a peace- | 
time economy, is given in a list of | 
15 current projects, including a 
systematic campaign to encourage 
business to expand in New York 
and to inform business outside the | 
state of the advantages of opening | 
branches and factories here. 


Retailer Takes FM Spot 


Smartwear-Emma_ Lange, _Inc., | 


‘unique story of reader response. ™ 
Learn why advertisers get such 
phenomenal results. ae 


TOOL & DIE JOURNAL | 
2462 Foirmount Blvd + Cleveland, Ohio . 


Milwaukee dress shop, has taken a! 


indles the account. 
A pioneer specialist in the field of | 
blending and distributing multi-| 
itamins, U. S. Vitamins has an ex- 


tensive line which is without benefit | 
{f magazine or newspaper advertis- | 
It is a 


ng directed to the public. 
member of the ethical group. 
Lever Bros. paved 


introduce Vimms, 


hieved until July, 


vith spot radio. 
the Sept. 


{ Vimms going to all who vote. | 
Jatten, Barton, Durstine & Osborn, | 
New York is the agency. 
Among the major 
turned attention to vitamins 
General Mills. 
tillation Products, which 


pany, 


its way into 
the field with an advertising budget 
estimated at more than $1,000,000 | 
National dis- | 
tribution of this product was not | 
1942. Large 
ewspaper space and magazine ad- 
ertisements are being used, along 
The company in| 
27 issue of Time used a 
age displaying two advertisements 
and asked readers to pick the one} 
hey think best, with free samples | 


. | 


companies | 
throughout the nation which have}! 
is | 
Its subsidiary, Dis- | 
it owns| 
jointly with Eastman Kodak Com- | 

is now a leader in the vita- 


| 


| 


iin A field. During the year, pro- | 


luction of Vegel, 


eached commercial 


portance. 
for the 
tinuously expanded. 


Named N. E. Manager 
G. D. Vosburgh has 


lill & Factory. 


lormerly advertising manager 


Carbonie Corporation. 


Bowers Joins Agency 


David Bowers has joined the art 
tall of Beaumont, Heller & Sperl- 
Reading, Pa. He formerly oper 
ated his own art studio in Philadel- 


ing 


pni 


vitamin E, has| 
proportions 
possibly to rival vitamin A in im- 
Capacity of production | 
two vitamins has been con- | 


} 


AND 
AUTOMOBI 


been ap-| 
vointed New England manager for | 
Mr. Vosburgh was 
of | 
Confectionery Ice Cream World and | 
prior to that was with the Liquid 


Did you miss 
WILL ROGERS, 

JIMMY CAGNEY 

aut SHIRER 


Author of “Berlin Diary” 
in person on the 


MARCH of TIME 


Sponsored by the Editors of 


TIME 


The Weekly Newsmagazine 


ETROIT'S 


demonstrated. 


ending. For D 


work another q 


DETROIT. 


FROM AUTOMOBILES TO TANKS... 


BACK TO A WAITING 
MARKET VALUED 


LE 


G Eillion Dollars 


power in the role of the 


Arsenal of Democracy has been well 


Its conversion from peace 


time production to war production was an 
overnight miracle that made the Axis gasp. 
Detroit's next great role will come in the 


months immediately following the war's 


etroit will be called upon to 


uick change miracle. Tanks 


and planes and gun production will melt 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Var'l Representatives 


& £42 ee 


. WORKER OF 


me 


a 


into new automobile production lines set up 
to meet an estimated POST WAR 
MARKET OF NINE BILLION DOLLARS 
WORTH OF MOTOR CARS. 


troit is a great market. In peace it will be 


In war De- 


as good or better. It is capably served by 
three great newspapers. The Free Press 
is its ONLY MORNING newspaper, cover- 
ing 385,000 homes between 8 o'clock in the 


evening and 10 o'clock the next morning. 
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Names Weintraub Agency 


Helbros Watch Company, New 
York, has appointed William H 
Weintraub & Co., New York, to 
handle its advertising. The com- 
pany has appropriated $250,000, said 
to be the largest budget in its his- 
tory, for an advertising campaign 
which will get under way some time 
in January. All major media will 
be employed. 


“Never mind, Bill—WFDF Flint 
Michigan says we control the air 


over this sector.” 


Overseas Air 


Routes Monopoly 
Hit by Grady 


Would Let Steamship 
Firms Use Postwar 
Air Transport 


New York, Oct. 19.—While it is 
only natural that the transconti- 
nental airlines should seek to ex- 
tend their service in the postwar 
period to overseas areas, there is no 
reason why these relatively new 
airline companies should be given 
sole access to established overseas 
trade routes at the expense of sur- 
face carrier companies which may 
have pioneered and developed these 
routes, Henry F. Grady, president, 
American President Lines, declared 
here last week. 

This country has been developed 
through a system of healthy com- 
petition, and if a field was crowded 
enterprising industrialists turned to 
another where opportunities were 
still abundant, said Mr. Grady. Full 
rein should be given to transconti- 
nental airlines which want to spread 
their wings to overseas destinations, 
he added, provided they are not 


given an unfair advantage over 
some well-established American 
steamship company already in that 
particular trade. 


have pointed out before, that the 
steamship industry is not seeking 
protection from airline competi- 
tion,” Mr. Grady asserted. “It is 
merely asking the right to meet that 
competition on an even basis, to be 
allowed the use of air transport to 
develop and advance further its 
own service in accordance with de- 
mands of the trade and in the pub- 
lic interest.” 


‘Economic Straight-jacket’ 


’Y The art of flying is a science that 
should be available to all who are 
qualified to use it in advancing the 
cause of social and business welfare, 
and to deny its use to the steamship 
industry would be equivalent to 
putting the latter in an economic 
straight-jacket which in time might 
mean the virtual dissolution of the 
American Merchant Marine, he de- 
clared. 

Pointing out the futility of sub- 
sidizing two American companies 
to compete with one another, Mr. 
Grady predicted utilization of air- 
craft integrated with ships over 
the customary routes, between the 
customary terminals, as a combined 
transportation system. 

He contended that many advan- 
tages would flow from such an op- 
eration. Most of the steamship 
companies will have operated over 
these same routes for a great many 


Yes. 


and 


. Tacoma’s a sure winner for 
in the future. 


© =) Want Your“Spots” 


results, now 


It's a market that demands 


complete, concentrated LOCAL spot coverage—a 
fact proven beyond doubt by many /ocal Tacoma- 
Seattle advertisers* who make KMO a ‘‘must buy” 


on t 


heir radio schedules. 


If YOU hope to cover 


Washington’s Number Two Market, buy KMO— 


dom 


inant 


*Names and data on request 


voice of the Southern Puget Soundarea. 
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Tacoma ranks 94% 


the “PLUS VALUE” « 
Field and Ft I ewis 
few miles south of Tac 


above the na- 


tional average in effective buying 
income .. . 28% above the Wash- 
ington state average. Tacoma is 
Washington's TOP-RANKING 
Sales Management ‘High Spot" city 
—has been a ‘Preferred City” for 
over two years! And don't forget 
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Central Washington - 


Carl E. Haymond, Owner 


TACOMA, WASHINGTON'S 
ONLY NETWORK STATION 


Represented by 
Joseph H. McGillvra, Inc. 


Buy KIT, Yakima 


“It should be made clear, as 1} 
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Advertising Age, October 95 1943 


Picture OF A Post-War Miraci: 


a 


A new, lasting armor for metal that wii) 
Protect America against a billion-dollar +),;.;) 


pers p n= rust hae packed Amerie » 
pocket of o bulhon dollar annually) For 


Afar the was the murecle of Corromming ©. 
prong Une life of ao ordinary gartage car a 
wat we fo ame peng you Law 
fee ere nen for your money 


The same will be true of window screens and 


oa 

FF fecceitinn, | 

Standard Steel | -====="- | 
Spring Company <2: 
Sygtouwe — 
PITTSOURON, PEMMETIVANIA ~nwe7:, _,_ 
a, 


Corronizing for protection against rust, a “billion dollar thief," is promised as 
postwar miracle in this large-space advertisement, part of an extensive newspape, 
schedule placed by MacFarland, Aveyard & Co. for Standard Steel Spring Co, 

Pittsburgh. 


years. Through their main and 
branch offices and agencies, reaching 
into the countries served, they will 
be in touch with the sources of 
business and acquainted with the 
patrons to be served. 


Know Service Needs 


If they are well-managed and 
properly operated steamship com- 
panies, he said, they will enjoy the 
confidence of the travelers over 
these routes; know the customs of 
the people and the type of service 
desired; and will be in constant 
touch with the sources of business 
and traffic development. 

“Many foreign steamship com- 
panies, notably Cunard-White Star, 
Bank and P. & O., have announced 
their intention of utilizing aircraft 
in international trade in conjunc- 
tion with their postwar steamship 
services,” he continued. “A few 
months ago a new Swedish com- 
pany was organized for the develop- 
ment of Sweden’s own interconti- 
nental air routes after the war, par- 
ticularly those to the United States. 
Officials of the Johnson Line, the 
Trans-Atlantic Line and the Svea 


Steamship Company were listed a: 
the principal backers of the ney 
airline.” 

If American steamship companie 
are denied a similar privilege , 
utilizing aircraft in  internationa| 
trade they will be at a great com- 
petitive disadvantage, Mr. Grad, 
said. Denial of the privilege wij 
not only hurt the U. S. merchant 
marine, but will hamper and reta; 
development of the air transpor 
systems as well, because each mus: 
then compete separately against th 
unified air and water combination 
of the word’s leading maritims 
nations. 


Murray Joins Y&R; 
Benson to New York 


Bruce H. Murray, for the past 
three years with the mail orde: 
advertising department of Robert 
Simpson Company, Toronto, has 


joined the copy staff of Young & 
Rubicam, Toronto. 

Nathaniel A. Benson, of the To- 
ronto office, has been transferred t 
the agency’s New York office. 


RIGHT 


ON THE BASIS OF 


3564 INTERVIEWS oF 
SHOPPERS IN FIVE STH 


AVE. DEPARTMENT STORES 
JUST TABULATED -THE 5-CENT 


NEW YORK POST 


HAS AN OUTSTANDING 
QUALITY MARKET 


FOR ADVERTISERS: 


e AND ANY 
ADVERTISER OR AGENCY 
wxo wanrs FACTS asour|. 
NEW YORKS STH AVE. SHOPPERS ) > 
AND THE NEWSPAPERS THEY READ 
MAY HAVE A COPY OF THIS 


AUTHENTIC SURVEY 


ON REQUEST ! 


WONDER WHAT A ‘FACT-FINDERS 
_ TABULATOR THINKS ABOUT 
_ FIFTH AVENUE SHOPPERS? 


ED. KENNELLY, NATL. ADVERTISING MANAGER 
employ 


We no _— national 


representatives. *Fact-Finders Associates. 
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5, 1949 advertising Age, October 25, 1943 
__ fit Growers 
Fxchange Reviews 
“cle Bin Years of Work 
“il Picture on Page 55) 


Los Angeles, Oct. 21.—Fifty years 


re + California citrus growing and 
| marketing were reviewed this week 
he , the 50th anniversary number of 


“Synkist Merchandiser,” along 
rd from the California Fruit 
Growe! Exchange that prospects 
for the 1943-44 navel season are 
“quite encouraging.” 
The California Valencia season is 
ising With light shipments, ac- 
~ording to figures supplied the Ex- 
| range by the California-Arizona 
ange Administrative Committee, 
dustry group including California 
nd Arizona orange shippers. 
There has been 59% less fruit 
vailable since Oct. 1, compared 
- with last year, the Exchange re- 
d asa sorted, and California navel oranges 
Spaper are not expected to start moving in 
g Co,, volume until late November. Two 
main factors contributed to the 
shortage of Valencias, the organiza- 
ton said: unprecedented consumer 
jemand throughout the entire sea- 
on, and heavy production of orange 
soncentrate for the armed forces 
and lend-lease operations. 


Break Volume Records 


Shipping totals for several differ- 
ent weeks during the past five 
months broke all-time volume rec- 
rds, but the supply couldn’t keep 
up with the demand, according to 
the Exchange. Main problem has 
heen the attempt to give every mar- 
ket an equitable share of the avail- 
ble supply, the Exchange said. 
For the forthcoming navel season. 
the total crop is estimated at 33.000 
rs, peaking on the medium sizes. 
mpared to a 50% less than normal 
rop last year. Jobbers and retail- 
ers were assured that supplies 
would be distributed as fairly as 
possible. 
Distribution was a vroblem back 
n 1893 when the Exchange was 
rganized, according to the anniver- 
sary review, when the industry was 
ynfronted with both “sold” and 
glutted markets in different sec- 
tions of the country at the same 
ume, 
Photographs in the ‘“Merchan- 
diser” illustrate the changes in re- 
tail stores. as well as in advertising 
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forced retailers to buy a case of 
lemons, now plentiful, in order to 
qualify for a case of oranges. 


Name Buchanan Manager 
John C. Buchanan, assistant plant 
manager, has been appointed man- 
ager of the Muskegon Heights, Mich., 
plant of the Norge Division of Borg- 
Warner Corporation, succeeding 
Harry L. Spencer, who has resigned. 


Omar Sponsors Western 
Omar, Inc., Omaha, maker of 
Omar Wonder flour and wheat 
cereal, has begun sponsorship of 
“Ranch House Jim,” a 15-minute 
western type musical program, aired 
Mondays, Wednesdays and Fridays 
on Station WISN, Milwaukee. 


Shipyard Places 
Additional Copy 


in New Series 


Rye, N. Y., Oct. 19.—Setting the 
stage for the postwar market for 
its barges, tugboats and private 
yachts as well as boat repairs and 
storage, Wm. Edgar John & Asso- 
ciates, operating the Milton Point 
Shipyards, Rye, N. Y., has launched 
a continuous advertising campaign 
in leading eastern shipping publi- 
cations and more than doubled its 
advertising in motor boat trade 
journals and yachting magazines. 

Half-page advertisements have 
been placed in Boating Industry, 
Motor Boating and Yachting, while 
quarter pages are scheduled for 


Motor Boat and Rudder. Advertise- | 
ments in other publications range 
from single columns to quarter 
pages, with insertions once a week 
or once a month, depending on pub- | 
lication frequency. 

The increased advertising fea- 
tures the 46-foot towboats and 110- | 
foot barges which the shipyard is | 
currently building for the Army. 
All resources of the company are) 
now turned to war production, 


with the exception of storage serv- | 


ice maintained for private yachts. 


Opens New York Office 


Petroleum Engineer, Dallas, Tex., 
has established business and edi- 
torial offices at 52 Vanderbilt Ave., 


New York, where Roger Motheral, | 


New York advertising representa- 
tive, will make his headquarters. 
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An editor for the East Coast will 
soon be added to the staff. 


DONT MUTHLATE 


YOUR MAGAZ/NES 


When business papers,gnd general 
magazines come into your orgoniza- 
tion don't cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 


Booklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


BUSINESS oe FARM * GENERAL 
PAPERS PAPERS MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


v 


ADVERTISING | 


sur gay 


YOON 


and merchandising efforts of Sun- 
kist oranges, since the Exchange 
started its cooperative efforts. Back 
in 1916 consumers were being urged 
to “Drink an orange” when the first 
Sunkist orange juice advertisement 
appeared. Vitamins — then “vita- 
mines”—cropped up in copy in 1922. 

Dealer service men meanwhile 
persuaded retailers to display prices 
on all vegetables and fruits and to 
put their fresh fruit and vegetable 
departments at the front of the 
stores. Mass selling displays 
citrus 
that increased 
be gained. 


OPA HITS TIE-IN SALES 


sales volume could 


of 
fruits were built to prove 


Chicago, Oct. 20.—First court ac- 
ton to break up illegal tie-in sales 
of lemons with oranges was filed in 


OPA charges that the wholesaler 


Boss TELLS DAHL To DRAW SOME 
CARTOONS To DRAMATISE LEADERSHIP 
STORY OF HERALD -TRAVELER . 


HE PICTURISES BLANKET CIRCULATION 
DOMINANCE IN BOSTON MARKET. 


AND ILLUSTRATES LEAD IN DEPARTMENT 
STORE AND GENERAL ADVERTISING 
LINGAGE , 


| 


| 
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federal district court here yesterday ABOUT THA 

by the OPA against Charles Abbate GETS DEA ti ASKS BoSS IF HE’ ; 
seme a uiene te ae ae 1D IN FooD, FINANCIAL pended peel lens Lempenennd Benise He eo he 

lunction to stop the practice, which | | (NOA-LOMER IMPGRTANT FieLDS . LEADERSHIP FoR 15 YEARS OR MORE, | WORKED FoR THE OUTFIT TAAT LONG. 

Chicago area OPA Director M. F. 

Mu cf said has become fairly 

prevalent. 


YOU CANT 
COVER MICHIGAN 
WITHOUT... 


It's a busy town — 
but not a BOOM 
TOWN. Population 
67.776—building muni- 
tions and turning out 
food products today 
Back to civilian needs 
and food requirements 
tomorrow. Write for 
market mar. 


Ss. 


THE BAITLE CREEK 


QUIRERax» NEWS 


in Boston. 


National Representative: 


ormerly a space-buyer’s nightmare, Boston 
“levelled out” more than 15 years ago as the 
Herald-Traveler won and maintained a domi- 
nant position in the factors that influence 
media selection. So now, when schedules are 
being made up, it’s easy to be right, with the 
majority of national and local advertisers 
who select the Herald-Traveler as No. 1 paper 


George A. McDevitt Co. 


in Boston 
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Oscar Mayer Uses 
Personal Angle in 
New War Bond Copy 


Chicago, Oct. 20.—Directly in 
line with government aims to curb 
spending and head off inflation, a 
new type of war bond copy appeal- 
ing to the citizen’s personal interest 
rather than his patriotic duty, was 
launched this week by Oscar Mayer 
& Co., meat packer. 

Full-page copy, appearing in 
newspapers of Chicago and Madi- 
son, Wis., where the company oper- 


RADIO WRITER WANTED 


We need immediately an experienced 
radio writer—man or woman—able to 
produce @ large volume of good spot 
copy—both live and transcribed, for a 
wide variety of accounts, including foods, 
drugs, beverages, farm products and pe. 
troleum products. Write fully giving age, 
experience, draft status (if a man), salary 
requirements, references and earliest date 
on which you might be available. 


R. J. POTTS—CALKINS & HOLDEN 
215 W. Pershing Road Kansas City, Mo. 


ates plants, is designed to accom- 
plish three major purposes: (1) sell 
bonds to the individual because of 
the actual benefits accruing to him; 
(2) sell strongly enough so that he 
will keep his war bonds instead of 
cashing them in later; and (3) teach 
families to save regularly for future 
years. 

The war bond message, a kind of 
trial balloon which may be followed 
by similar copy later, grew out of 
the company management’s convic- 
tion that a strong, personalized 
appeal can help induce greater pur- 
chases of bonds to be used as the 
foundation of a savings plan for the 
future. It is headlined “24 years 
ago I said ‘I am a new man! I’ve 
saved almost $1,000! . . my home, 
my wife, my children are protected! 
I can work now with a mind free 
from worry!’ ” 


Cites War I Experience 


The advertisement pictures a suc- 
cessful business man who bought 
his first Liberty bond in World War 
I “because it seemed to be my duty” 
and explains how he decided to 
adopt the purchase of Liberty bonds 
as a means of consistent saving. 
Smaller illustrations show how 
those war bonds of 1917-19 played 
an important part in that man’s life 
during the next 20 years: as secur- 
ity for a small loan when emer- 
gency sickness ran up the doctor’s 
bills, money for “Jimmy’s” trip to 
a summer camp; the ftrst payment 
on “a home of our own;” and a 
wedding party for “Jane.” 


SECURITY APPEAL 


a A NEW MAN! 
+ I've saved almost *1,000.°! 

.my home, my wife, my children are protected! 
«1 can work now with a mind free from worry!” 


War bond buying is put on a selfish— 
and compelling basis—in this full-page 
advertisement run by Oscar Mayer & 
Co., meat packer. Investment for the 
future is the chief appeal. 


the South Pacific,” 
man explains. 


“Jimmie is in the Navy now, in 
the business 
“Jane’s husband is 
about to go overseas; all of them 
are today buying war bonds regu- 
larly and this is the foundation of 
their savings plan for the future. 


Day sy pay the need for wood pulp mounts. 


Long ago the paper and pulp industry took on 
far greater responsibilities than the routine 
office supplies of war — forms, books, bonds 


and stamps by the billion. 


Wood pulp today is a vital material of war. 


Mary and I are buying war bonds 
again, to keep us in our old age, 
and maybe we will have some left 
for the grandchildren too.” 

A box at the lower left relates 
that Oscar Mayer employes, too, 
have learned to save regularly 
through war bond purchases. Both 
Chicago and Madison plants fly the 
Treasury war savings flag signify- 
ing that more than 90% of the 
workers buy bonds. “Employes are 
now in their second year of regular 
weekly savings on a planned pro- 
gram for the purchase of war 
bonds,” the advertisement says. 
“These men and women have 
learned to save—have acquired a 
habit that will influence their char- 
acters and their lives.” 

Defense plant workers who have 
already seen the appeal say it is 
“on the beam,” and its sponsor 
hopes it will spur them to greater 
savings which may be used in the 
purchase of necessary postwar 
products and services. 

The appeal is being supported by 
reprints sent to all employes, to key 
retail meat dealers, and is being 
posted on the bulletin boards of the 
Mayer plants. 

Mitchell-Faust Advertising Com- 
pany, Chicago, handles the account. 


Boone Named Manager 


Howard C. Boone, for the past 17 
years with the Rodney E. Boone 
Organization and other Hearst in- 
terests, has been appointed man- 
ager of the Pittsburgh office of the 
former. Mr. Boone was formerly 
in the Chicago office of the Rodney 
E. Boone Organization and was at 


| 


Advertising Age, Octobe, 25, 194 


Loewy Expands |}. 
Staff and Opens 
Branch Offices 


New York, Oct. 19.—T, 


work on postwar research nd de 
velopment by his corps of ; lustr 
designers, Raymond Loewy hari 
panded his New York office staff , 
addition to opening branc! Office 


in Chicago and South Bend Ind. 

An addition to New Yor hea, 
quarters is H. Spencer Pp rnhart 
product designer, who ha 
Mr. Loewy in an executive ; 
R. H. Askren, formerly wit 
gomery Ward, is also a new mep 
ber of the organization, and yj 
act as co-director of packige ge 
sign. Louis M. Eude, form: rly ar¢ 
director with Town & Cox ntry, 
another addition to the staff. a), 
will function as a design con viltens 
Six other designers have been added 
to the company’s New York roste; 

At South Bend, a permanent stag 
of automotive designers represent. 
ing Loewy will be under super. 
vision of Gordon Buehrig, formerl; 
with Consolidated Aircraft in Cajj. 
fornia and with Goodyear Aircraf 
in Akron. Franz Wagner, formerh 
with Libbey - Owens - Ford Glas 
Company, will head the reopened 
Chicago office in the Palmolive 
building. 


L-O-F Buys Mirror Works 

Libbey-Owens-Ford Glass Com. 
pany, Toledo, has bought the Lib. 
erty Mirror Works, Brackenridg 


joine 
apacity 
Mont 


takes a 
waste 
measure 


rate of 500,000 tons a month. As a matter of 
fact, it has never stopped trying to protect its 
source of supply. While the needed lumber 
jacks are lacking, vigorous salvage campaigns 
are helping enormously to supply paper fiber 
and to make up for steady deficits in virgin pulp. 
The results have been valuable to every phase 
of the war effort. 


It is used in producing hand grenades, gas 


tanks, camouflage, ammunition boxes, and hun- 
dreds of other fighting aids. It is molded into 
airplane wing tips. It is impregnated with resins 
and pressed into metal bearings and gears. 


The need is so great that the paper industry is 
salvaging waste paper and paper board at the 


Making a thousand miles of paper a day, as we 
do, we are in close touch with every need and 
development in the industry. We know that 
waste paper will play an important part until 
peace is ours. Save your paper waste and do it 
methodically. Get in touch with your local sal- 
vage committee! 


OXFORD 


EXECUTIVE OFFICES: 
WESTERN SALES OFFICE: 35 E. Wacker Dr. 


MILLS AT: Rumford, Maine; West Carrollton, Ohio 


PAPER COMPANY 


230 Park Ave., New York 17, N. Y. 
, Chicago 1, Ill. 


one time advertising director of the 
Chicago Herald & Examiner. John 
Whitehill, of the Pittsburgh office, 
continues as national advertising 
manager of the Pittsburgh Sun- 
Telegraph. 


Pa., which will be operated ag ; 
division of the Toledo company 
The Liberty firm is engaged 100, ; 
war work. 


Kuhbach Joins Hillman 

Marjorie Kuhbach, formerly wit! 
NEA Service, Cleveland, has beer 
named editor of Real Story, a Hill- 
man publication. Miss Kuhbac} 
will work directly under Mary Rol- 
lins, editorial director of Hillmar 
Women’s Group. 


Everett to New York 


Oliver E. Everett, for the past 
seven years in the business depart- 
ment of McCall’s, has joined the 
magazine’s New York advertising 
staff. 
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“of 189,000 Negro Workers 


4 
~ Defense is the biggest job in Norfolk, Portsmouth and Newport News. 
Over half of the employable Negroes in Norfolk alone are defense 
workers, earning an average of $35 a week. With two or three wage 
earners in 75 per cent of the Negro households in the East's No. | de 
fense area, it is easy to see that an estimate of $50 income per wee* pet 
family is conservative. 
YET THAT LOW FIGURE IS TRANSLATED INTO A 
$150,000,000 NEGRO MARKET, for there are 57,600 Negro 1” 
ilies with that much annual purchasing power. 


According to a Department of Commerce Bulletin, based on | 140 
census figures, 40 per cent of Negro dwellers in Virginia are home ow: “*5- 

That's the reason the Journal and Guide MEANS BUSINESS. Its 
50,000 copies weekly go into three-fourths of Negro homes throug" 0"! 
the area. It is the key to this large and lucrative market. 


Member, Audit Bureau of Circulation 
More Than 50,000 Net Paid Circulation 
National Advertising Representative: 
INTERSTATE UNITED NEWSPAPERS, Inc 
New York City 


Covering a $150,000,000 Market in the East’s No. 1 Defense Area 
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ing work in various phases of di- Ld and “Now I drink more milk” are| ning in 35, 70 and 160-line units in 
Paper Shortage pe arr hang oy were. Abbot | Starts Campaigns Pore of the captions heading the | the Brooklyn Daily Eagle, New York 
aboratories, the Nationa ar Fi-| . advertisements aimed at making it| Herald Tribune, New York Journal- 
Sr a Pera te for Tumbo Pudding easier for mothers to get children} American, Long Island +g 
P ubber Company, andar egis- to drink more milk. : ) i —s 
Will last After ter Company, Eastern States Farm-| ad Cocoa Marsh Telegram’. cad. the. Woslahaeiek 
ers’ Exchange, Thomas A. Edison, Promote Second Product Gr “Moth lect Tumbo 
Inc., American Sales Book Com- New York, Oct. 20.—Taylor-Reed : ~~ : mgoogy # — = 
> Step y - pany, and Columbia Broadcasting| Corporation has launched separate| The second product being pro-| because it is an ideal way to give 
ante War ay alms System. newspaper campaigns for two of its|moted is Tumbo pudding, which | children additional milk,” says one 
Industrig J a products in New York and New|this year ads a new flavor of but- advertisement in this campaign. 
has ey 7 England territory, using frequent, |terscotch, the others being chocolate} Tracy, Kent & Co., New York, 
i i Critical Paper Houdry Names Tighe esas pert — offering | and vanilla. This campaign is run-| handles the account. | 
‘| Office : . ealers free mats for local tie-in 
d, Ind Outlook Keynotes Frank H. Tighe has oe ap- advertising. 
rk head ‘ P - pointed director of public relations| "", 5+, products are played up as . 
Barnhart Direct Mail Clinic and advertising of Houdry Process natural inducements to get children { 
aS joine Corporation, Wilmington, Del. Be-|+, grink more milk. The campaign 
(Rich Tl (Picture on Page 55) _|fore spending 2 year and @ half in| tor Cocoa Marsh milk booster, : ! 
‘'l Mont s , chocolate syrup, is a aring in H 
PW Mer New York, Oct. 20.—Not only will Censorship, upon its establishment, about a Po a pale 0 in — , P' The News Magazine of the Industry... ** 
and wij the paper shortage be worse next| Mr, Tighe was general manager of| England, and uses 100 and 30-line ss Delivers America’s Hotel Market at Low Cost. 
kage def™ year than it has been, but it will|the philadelphia Automobile Trade| insertions. “Now they drink milk| jumm 7 
Nerly arm continue to affect industry indefi-| 4 sociation. eagerly,” “Start their day right!” | 
untry, jdm pitely after the war is over, Edward 
‘taff, angiim R. Gay, director of the general com- 
nsultan} nodities division of the WPB’s 
en added Office of Civilian Requirements, de- 
rk roster fi clared here last week at the one-day 
nent staff! clinic sponsored by the Direct Mail 
epresentam Advertising Association, the Graph- 
T Super jc Arts Victory Committee and 34 
formerlyfl other participating groups. 
in Cali. The United States and Canada 
Aircraft face a growing shortage of pulp and 
formerly paper which is world wide and will 
l Glass ontinue into the postwar period, 
reopened#l Mr. Gay said. He made it clear 
almolive that no relief in the domestic post- 


war paper situation could be ex- 

pected as a result of European ship- 
lorks vents. ; . 
$C “We cannot expect that mills in 
;, ~Ol-Ml rurope will be able to take care of 


: i} 7 
roadie their own domestic requirements, to 
er Cet say nothing of shipping substantial 
volo uantities of either pulp or paper to : 
1000, fag US” he asserted. In order to re- 


tore the simple elements of modern 
ulture, such as newspapers and 
oks, Mr. Gay added that present 
on aper shipments to some European 
uuntries would have to be con- 


rly wit! , 
as bee: inued. 
a Hill. To Play Major Part 
<uhbac} Paper will play a major role in 
ary Rol- the rehabilitation of Europe, with 
Hillmar large quantities of wrapping mate- 
rials, including fiberboard contain- 
ers, being used for food and other 
relief materials which will have to 
” be furnished for many months after 
the fighting ceases, he pointed out. 
Warning against any false opti- 
Pr mism because the August and Sep- 
gm tember figures of pulp production 
- seem to show the results of efforts 
a to stimulate an increase, and rela- 


tively are favorable in comparison 
with earlier months, Mr. Gay 
| praised the “Stretch the Paper” 
pa ae campaign of the Graphic Arts Vic- 
tory Committee and said that the| 


conservation effort can be quietly | 
om and steadily carried on by the in-| 
dustry itself “in ofder to back the | 
— buyer, who is the real user of 
paper.” 
here J. M. De Mario, advertising man- 


ager of the Manhattan rubber divi- 
sion of Raybestos-Manhattan, Inc., | 
told the meeting that future direct- | 


nail campaigns would be aimed at 
centers of industrial activity. “ree 
Howard Korman, manager of ‘Ss 7 
nerchandising and sales promotion, 2 
McCann-Erickson, was elected| ° morrow, but today — when news happens and as news a 
president of the Direct Mail Adver- | — agic ha ns 
a Association, succeeding Lt. ppens. - 
. 1 -- > lé 3 La nt . . . . . : 
ward Fy +s lg ggg ase aot ge Wand of Radio Today there is nothing more important to thinking San : 

rs James Gray, Inc., was elected vice- Franciscans than WAR NEWS. That’s why they prefer 
tis ; oe a EB. Eddy Com. E > in a news newsaper. The popularity and prestige San Fran- 
ny, paper manufacturer, Hull, | ngineefrl g ciscans give The Call-Bulletin is proof of this preference. 

— . ient, eee Advertisers show a high regard for these same San Fran- , 

en Vinners of awards for outstand- | Radar detection is not a secret weapon — it is probable ciscans by the advertising responsibility they place on 

| de- | that the enemy also makes use of it. But superior engi- The Call-Bulletin. 

a If it’s neering and operation by U.S. technicians have made it The reason is no secret. The Call-Bulletin through its 

TOA a more effective weapon for the cause of Democracy. vast news gathering facilities gets the news and delivers 

» fam A TEST Remember the incredible news story about locating and it in San Franicsco, where the greatest Effective Buying a 

— hi h 7 Income is concentrated. This is why its circulation is om 
i s é “Vv iles awa 
1940 you want... aking an entmy Sip more _— — oe ever on the increase, and why its advertisers get “sure 
—_— : through the use of Radar detection? Miraculous! hit” results. 
rs TAKE | 


No less miraculous, but less spectacular is the vast ma- 


| yy i, : 
NEW HAVEN | chinery that sees and brings to you the account of such San Prancosco 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


happenings from anywhere and everywhere on the face C 2 ae B | | ne Dy | ‘T h | oe is 
of the earth. All newspapers have some news gathering aa is 
Swe 


facilities, but The Call-Bulletin is engineered and oper- cond Pa ; mas oe 
The SY UAGR ER SF Paper \ Jeers _ in a EDDA Market 
-— — 


@ minimum cost you reach | ated to bring news to San Franciscans — news, not to- 

urban and suburban popula- 

tion. REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
“\mdependen| Survey of Providence Bulletio 
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Business Editors 
Optimistic on 
Postwar World 


75% of the ammonia and nitric acid 
plants, more than 60% of the alumi- 
num and almost the entire syn- 
— rubber industry, he pointed 
out. 

Stimulation of private research 
was seen by Mr. Kirkpatrick as the 
way to create jobs for postwar 
America. He referred to the pro- 
posal in Congress to regiment re- 


use since the spring of 1942. Every 
day since has seen the backlog of 
demand for home sets increase. It 
is estimated that if the war ends 
in 1944, the first full year of pro- 
duction will see a need for some 
18,000,000 receivers to be built and 
distributed. If these cost the user 
an average of $50 each, this business 
will represent about one billion dol- 


Turning to styles, Edwin D. 
Fowle, publisher and editor of Tex- 
tile World, told the conference that 
soldiers and sailors will be likely 
to encourage style changes result- 
ing in a demand for entirely new 
types of clothing. 

Presenting an optimistic outlook 
for the postwar textile industry, Mr. 
Fowle pointed out that “soldiers 
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for electrical appliances in ,; 
years over the 1941-42 level, | c<4,, 
E. Moffat, editor of Electrics ‘ia 
chandising, told the Confereno. +. 
“we are likely to find si). 
shrinkage in the demand as «,. , 
all our postwar market es: 
and market planning wort! 
The bulk of the postwar ¢.), 
ers will have the 1941-49 , 


search unter political ned. We lars. whose clothes have not been given| levels in mind, he said, “to reac, p 
° is part of the mistaken philosophy “This will be a lot of business|away to charitable institutions or|and maintain an attractive |e) ; e 
Road Ahead Viewed that we can create new jobs by ‘ i) . 


by Authorities 
in Six Fields 


Boston, Oct. 19.—To give a con- 
crete picture of postwar problems 
and possibilities in basic industries, 
the Boston Conference on Distribu- 
tion called upon the editors of six 
leading business publications cover- 
ing the fields of chemicals, elec- 
tronics and the merchandising side 
of the electrical industry, textiles, 
steel and plastics. 

Although some fields are threat- 
ened with surpluses because of war 
plant expansion, the general view 
was optimistic. 

In the chemical industry an over- 
supply of many basic materials was 
forecast and a delay in postwar 
programs visualized pending the 
utilization of vast facilities built for 
the war program. 

Sidney D. Kirkpatrick, editor of 
Chemical & Metallurgical Engineer- 
ing, New York, pointed out that 
production of standard chemicals 
has been greatly expanded to meet 
the needs for military explosives, 
yet rapid growth for many chemical 
industries is indicated when peace 
comes. More than $25,000,000,000 
have been spent on construction of 
plants for the war production dur- 
ing the past three years, it was 
estimated. 


Has Huge Supplies 


The government owns 92% of the 
magnesium facilities, more than 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


481 8. Dearborn &St., Chicago Wab. 8655 


dividing up the ones we already 
have—by sharing our inventions 
with the other fellow,” he said. 
“Most chemical manufacturers be- 
lieve that research by private enter- 
prise multiples rather than divides 
opportunities and therefore jobs,” 
he said. 


Plastics Future Bright 


Nothing will stop the upward and 
onward trend toward plastics, de- 
clared Charles A. Breskin, publisher 
of Modern Plastics, New York. 
Plastics is a young giant industry, 
the future of which is the future of 
the country, he said. 

Before the war new applications 
of existing plastics and new plastics 
were: being produced at a phe- 
nomenal rate. The last motor car 
manufactured had nearly 100 differ- 
ent plastic parts, he said. The elec- 
trical goods industry was consuming 
tons of plastics, but the war has 
changed this. 

After the war plasties will be 
widely used in nearly every prod- 
uct, Mr. Breskin declared. Prefab- 
ricated housing, insulation, plumb- 
ing, furniture, tablewear, dishes, 
cups, fabrics, rubber heels and shoe 
soles, shoes, stockings, belts, buckles, 
eyeglass frames and probably lenses, 
handbags and perhaps coins, auto- 
mobiles, helicopters and airplanes, 
all will have plastics in their con- 
struction, he said. 


Discusses Electronics 


Keith Henney, editor of Elec- 
tronics, speaking on “Electronics in 
Basic Industries,” said the big mass 
demand for postwar electronic 
apparatus will be for home radio 
receivers. 

“These sets,” he said, “will not 
immediately differ much from the 
kinds of sets we have today. The 
biggest prewar radio year, 1941, saw 
a production of 13,000,000 receivers. 
No radios have been built for home 
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but it is small compared with the 
dollar volume in electronic appa- 
ratus today being made for war. 
The year 1943 will see about four 
or five billion dollars worth of 
electronic apparatus made for war. 
About half a billion of this will be 
non-radio and non-radar.” 

Mr. Henney said he doubted if 
any postwar radio selling for $100 
or more can be distributed if it 
does not have FM in it. 


Television Is ‘White Hope’ 


Television, he said, is the great 
white hope of postwar radio. The 
war has introduced mass production 
of television tubes and lowered 
their prices greatly. It is distinctly 
possible that there will be television 
in color. 

“Television will take time to build 
into a big business,” he predicted. 

“Electronics will be felt in indus- 
try as never before,” he continued, 
“but there is no reason to over- 
enthuse ourselves about this busi- 
ness. They will have to prove 
economical in one way or another.” 


eaten up by moths are likely to find 
that their old garments do not fit 
any more. The soldier’s figure has 
changed under military training and 
experience.” 

Many soldiers in the armed forces 
have been wearing better textiles 
than they ever wore in civilian life 
and they may demand better tex- 
tiles in their civilian clothing when 
they return, he said. 

Some of the fabrics produced for 
the war are likely to have civilian 
applications which will stimulate 
interest among consumers, Mr. 
Fowle said, including tackle-twill 
that might be adapted to raincoats; 
rip-stop parachute fabrics to awn- 
ings; rayon parachute fabrics to 
umbrellas and wind-resistant fab- 
rics to outdoor sports. 


Warns of Higher Prices 


“The textile industry as a whole 
has a negligible reconversion prob- 
lem and will be ready to resume 
its civilian production at short no- 
tice,” said Mr. Fowle. 

Warning against increased prices 


prices will require the utmost skjj) 
and ingenuity on the part of manu. 
facturers. It will require the gic. 
tributing trades—wholesale and re. 
tail—to function with increas 
efficiency so consumers will pay 
little as possible, yet with fu!| fair. 
ness to the distributing trades, fo, 
the goods being brought t him.” 

Steel will find a larger usage jp 


—— 


$2 a Show 


for a brand-new, open-end 
detective mystery serial, 


PROGRAM WORRIES DISSOLVE 
when you buy AIRPAK'S 
“QUIET, PLEASE!" 


a top show for a bottom price! 


Carl Euloah Riblet, Jr. 
Room 532 at 53 West Jackson Blvd. 
Chicago—Phone STATE 2275 


his 


Drinking at a pool, a Stag studied 


large and impressive antlers I have 


. yet what plain feet.’ 


“What 


reflection and mused, 


* While he 


was thus contemplating himself, a 


Lion attacked, and the Stag ran. 


His plain feet carried him safely 


FOOD, 


Advertis ers, 


across the flat and open prairie, but 


(/ on had when he reached the wood, his large 
, and beautiful antlers became tangled 
“Woe is 
me!" cried the Stag as the Lion 
“T don’t seem to be able 


in the branches of a tree. 


closed in. 


to tell my assets from my liabilities.” 


Harold M. Lambert Photo 


Worcester’s per family food sales in 1942 
topped U.S. average by 77.40 per cent. 
Worcester $607. U.S. $342. 


wu prepared and pyrighted by Sales M 


This rich market concentrates a population 
of 235,125 in City Zone alone. City and 
Retail Trading Zones: 440,770. The Tele- 
gram-Gazette gives blanket coverage. 


Te TRRE GRAM fae 


WORCESTER massAcee* "= : 


| Georce F. Boorn, P. f 
iATES, NATIONAL erPee 
aR > 


ee 
sI 
cc 
W 
M 
; 
ee ) 
| 
ee ae 
, 
ee 
| 
EE AS ALN SE LZ IE IIOE 6 TEE TDI DIET IY ITED TIE: 0 A a a I aa 
. ~ ™ 
| a ee MBER THEONE | 
: | | —_ oo. « TA ? 
pT ee gee Wiel le 
ee as 
| eeeeeeeee—“t:iCCSCSCSCSCSCtésS - yy . ~ 
. 4 * Jair = °F 
i cst Nt / a 
| , es ‘ jee. Th 
i a St Eo ’ F te f “a bs oy # bs 
—, =< | sie, 2. iia 
: ee ) 
» | arn neki cai , | 
eee of ' a - a p 
4 a oe : es a _ > KF em ’ J 
il e ies P. 4 is rr. - + 4 i —_ > a». % } — ; 
? = a — o ee: a fy — , .* 4] a3 \ Sea > 
oaN , | We sh d) ww 
= ee] US|. \h ~~ * ve | Ld + ESS ha AW 
ss 4 iy ‘a s / NN F . 4 \\ Le 7 \ Vy, ri : +e . 
ts i ree) | 
a FS 691030) 6171671! ) 4 Ls 2 ue : 4 = we ta 
2 rm “ ir —~ : w 
ra 7 ’ we — -— Seal 
il = ae wo 
ae cormand ix s 
ae — — “ 2 2 “aa ” 
ee F~ e cE 
ee is. Pi els a Se ee 
o ; si eS eS: Wit ae fy rita eat pee i Pe oe a a de aL sees Tae 


advertising Age, October 25, 1943 


smal! buildings, both homes and 
~ommercial structures, after the 
oat, in opinion of John Haydock, 
managing editor of the American 
vachinist. 


Wartime Experience Valuable 


piscussing the “Postwar Needs 
for Steel and Other Metals” he 
ointed out that wartime experi- 
aoe with low triple-alloy composi- 
tions in place of high alloy steels 
will prove valuable in postwar 
manufacture. “Some of the new 
compositions are here to stay with 
perhaps some modifications as alloy 
shortages become less critical,” he 
oo quantities of relatively 
cheap high-strength steels will be- 


come available to industry, Mr. 
\ 
o Ce ae 
- —_— 

— 


LARGEST AUDIENCE 
in the Business Field 
(400,000, all net paid) 


Choose the 


Leader... 


¥ 


Haydock said. The job of convert- 
ing rolling mills, designed for strip 
and sheet, to heavy plate required 
large outlays for equipment, but 
the reconversion will not be nearly 
so costly or time-consuming. 

Finished products of the steel 
industry totaled 46,000,000 tons in 
1940, based on an 82% operation, 
he added. Last year finished prod- 
ucts came to 60,000,000 tons with 
operations at 97%. Estimates for 
this year put the output still higher. 

“Taking everything into consid- 
eration, an over-all production of 
50,000,000 tons of finished steel 
products appears to be in sight after 
the war,” he declared. “This repre- 
sents an operating capacity of about 
75%. Obviously we cannot always 
maintain wartime peaks of produc- 
tion with their extraordinary strain 
on equipment and manpower. But 
we can foresee a good level of de- 
mand that will keep our mills busy 
in postwar years.” 


Rejoins Coast Agency 

Edith Curtiss, who has been on 
leave of absence during the past 
summer, has rejoined Pacific Na- 
tional Advertising Agency, San 
Francisco, as executive assistant. 


Elected to 4 A's 


Meldrum and Fewsmith, Cleve- 
land, has been elected to member- 
ship in the American Association of 
Advertising Agencies. 


GM Buys Plant for 


Soy Bean Processing 


General Mills, Minneapolis, has 
purchased 
Sugar Company plant at Belmond, 
Ia., for conversion into a soy bean 
processing plant, according to James 
F. Bell, chairman of the board of 
General Mills. 

The property includes 258 acres, 
with buildings and equipment, 
which will be converted immedi- 
ately into the soy bean plant. Mr. 
Bell said that wartime necessity for 
added soy bean producing capacity 
to meet protein and oil shortages 
prompted entrance into the vege- 
table oil field. ; 


Sept. Radio Audience 
Up 34.7°/, Over ‘42 


The radio listening audience for 
September, 1943, shows an increase 
of 34.7% over the same month last 
year, according to “The Radio 
Audience,” monthly news letter 
published by The Pulse of New 
York, radio and opinion research 
organization. 

Based on 6,300 personal door-to- 
door interviews of metropolitan 
radio homes per month, the monthly 
letter reveals “the meaning behind 
the ratings and the movements be- 
hind the measurements” of radio 


audiences. Findings are available 
to radio stations, advertisers and 
agencies. 


Are you preparing now for the day 
when thee Cuywrs Wbweeet Lion 


HERE are few able manufacturers to- 
day mistaking their large and impres- 
sive war contracts for more permanent 
assets than their plain trade of normal 
times. But there are many who could be 
making better preparation now for the day 
when the Lion of the Buyer’s Market is 
again loose in the commercial world. 
One form of this preparation is the mat- 
ter of conditioning the leading department 


stores — the 6900 who do 


business in this greatest of all retail fields 


(excepting only the food 


acceptance, interest, support, and enthu- 
siasm for your line or brand name when 
the selling again becomes tough. 

The money and effort are a worthwhile 
these 
retailers — are 
ones who are dramatically succeeding in 
weathering the war, most likely to be ready 
to resume full-scale selling operations after 


because 


all 


investment 
stores — among 


“unconditional surrender.” 


You can do a big part of this condition- 


“The Question Mark Christmas 


wish to influence the leading stores. 


- 1943" is the title of the 
lead article in a recent issue of DSE . . . an authoritative, 
realistic discussion of a problem that now concerns all 
members of the store management teams. Full of “hot” 
reader interest, this article is typical of the editorial service 
that makes DEPARTMENT STORE ECONOMIST a 


“must” for alert store executives and for advertisers who 


is Loose? 


80°% of the 


stores) — for 


message. 
Your DSE representative can give you 

the full facts of your opportunity in this 

top market today. 

nearest office. 


Or write our 
depart ment 
the 


A Chilton © Publication 


100 EAST 42d STREET, NEW YORK 17, N.Y. © 56th and Chestnut Streets, PHILADELPHIA 39, PA.; 
29 East Madison Street, CHICAGO 2, ILL.; 1836 Euclid Avenue, CLEVELAND 15, OHIO; 10 High 
Street, BOSTON 10, MASS.; WEST COAST: Simpson Reilly, Ltd., Garfield Building, LOS ANGELES 
14, CAL; Simpson Reilly, Ltd., Russ Building, SAN FRANCISCO 4, CAL. 


ing job through advertising in DEPART 
MENT STORE ECONOMIST, the pub- 
lication received and read by the important 
members of the department store manage- 
ment team. Department store management 
is a team operation, participated in by top 
executives, department managers, and key 
buyers without slavish consideration for in- 
dividual categories of merchandise. That’s 
why they read this broad-based paper of 
store know-how . 
ceptive to your long-range advertising 


. why they'll be re- 


CCA 


the American Crystal | 


NO ROUGH STUFF 


Keinerls says: 
"Treat ’em right —not rough!” 


Tell your customers how to “Conserve the Conservers” 
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right and wrong treatment of dress 

shields in Kleinert's new copy aimed at 

educating new sales help in the proper 

care of the merchandise. The adver- 

tising, appearing in five business pa- 

pers, is placed by Federal Advertising 
Agency, New York. 


) Akron, 


Thermoid Adds Two 


Clarence B. Moore, formerly with 
Goodyear Tire & Rubber Company, 
Akron, has been appointed head of 
the rubber division of Thermoid 
Research Laboratories, Trenton, 
N. J. Harry Bourne, who in the 
past 25 years has been with Boston 
Woven Hose & Rubber Company, 
Cambridge, Mass.; Electric Hose & 
Rubber Company, Wilmington, 
Del.; and B. F. Goodrich Company, 
has been named methods 
engineer in charge of hose produc- 
tion of the same division. 


Launches Cosmetic Drive 


Dorothy Gray (Canada) Ltd., 
Toronto, has launched a campaign 
for Dorothy Gray night creams in 
a limited number of metropolitan 
newspapers. Spitzer & Mills, To- 
ronto, is the agency. 


Hego Appoints Agency 
Hego Fabrics, New York, has 


appointed L. H. Hartman Company, 
New York, to direct its advertising. 
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Kaufmann Features 


New Premier Pipe 


New York, Oct. 19.—In line with 
current buying trends to higher- 
priced merchandise, Kaufmann 
Brothers & Bondy has added a new 
and more expensive running-mate 
to its Yello-Bowl and _ Imperial 
Yello-Bow!l line of pipes, which re- 
tail at $1 and $1.50, respectively. 
Named the Premier, the new- 
comer sells for $2.50, establishing 
a new top for the company’s prod- 
ucts. Following equitable distribu- 
tion of the Premier among dealers 
in various sections of the country, 
the pipe is being featured in the 
company’s advertising which ap- 
pears in two-color half - pages in 
Collier’s, Life, Newsweek, The Sat- 
urday Evening Post and selected 
servicemen’s magazines. 

Copy stresses that the new pipe 
has the same smoking qualities as 
the company’s other pipes, includ- 
ing the yellow lining which makes 
it easy to “break-in,” but the higher 
price permits finer tailoring and 
finishing, and a general balance and 
feel usually found in finer pipes. 

H. M. Kiesewetter Advertising 
Agency, New York, handles the 
account. 


Quality Bakers Promote 
Radio Program 

To help publicize a new radio 
program, “Sam Adams, Your Home 
Front Quartermaster” which will go 
on the air this month, Quality Bak- 
ers of America has prepared a series 
of small newspaper advertisements 
for use by local dealers, who will 
place the copy direct. Counter cards, 


sides and truck posters will also be 
used. 

The program, produced by the 
Mutual network, will represent the 
voice of the grocers of America, and 
will be heard over more than fifty 
stations across the country from 
Philadelphia to Sacramento. 


window display cards, dealer broad-- 


ARE YOU SELLING THEM EFFECTIVELY? 
. 
You should have expert counsel 
on how to reach the growing 


£2 $7 Billion Negro Market. Consult— 


| OUT OF ° 
DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N.Y, 


EVERY 10 
AMERICANS 
1S A NEGRO 


TO MAKE RATIONED 


SCHEDULES SHOW 
NON-RATIONED RESULTS ... 


Largest Circulation in the South 
186,663 Daily and 245,462 Sunday 


The Atlanta Journal 


NAT'L REPRESENTATIVE: SAWYER-FERGUSON-WALKER 


THE LARGEST AND MOST VALUABLE 
circulotion pockage in the South will be kept imtoct 
—The Journal will continue to protect its readership 
despite newsprint shortages 
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National Dehydrators 
Postpone Campaign 


Plans for extensive advertising by 
the National Dehydrators Associa- 
tion to establish a permanent post- 
war market for their products will 
not be completed until after the 
government food conference sched- 
uled for Chicago, Dec. 5. Sugges- 
tions by government officials will be 
considered for the program which 
will probably break Jan. 1. 


SHES MAGERS, 


3 


I can ar 
you get the 
message you 
want to get / 
acoross-AUROSS 


My type drawings depict- 


ing your thoughts tell a 
message terrifically. I'll 


send you samples,if you're 
serious. i 
Welter KOCH Af 


ee Barns, Stormville N.Y 


Philco fo Air 
Full-Hour Show 
on Blue Network 


Bayuk, Wrigley 
Renew Mutual, 
CBS Programs 


Philadelphia, Oct. 21.—The Philco 
Corporation will add its name to 
the roster of advertisers who are 
sponsors of full-hour radio pro- 
grams, when it bégins a new series 
of weekly programs to be heard 
over the Blue Network. 

Titled “Radio Hall of Fame,” the 
show has been created with a view 
toward setting up a series of radio 
“Academy Awards” akin to those 
of the motion picture industry. The 
program will make its debut on 
Sunday, Dec. 5, from 6 to 7 p.m., 
EWT, and will be heard weekly 
thereafter for 52 weeks, with the 
show originating from New York, 
Hollywood and other large cities 
throughout the country. 

Philco will have no part in select- 
ing outstanding stars “of stage, 
screen, radio, concert and music 
fields to be presented on the hour- 


long show, this chore being assigned 
to Variety’s board of editors and 
correspondents. 


Seeks Best Talent 


“It is the purpose of the ‘Radio 
Hall of Fame’ to seek out the best 
entertainment talent wherever it 
may be found, whether in a small 
town or metropolitan center, and 
make it available to the millions of 
American families who depend upon 
radio for the major part of their en- 
tertainment and news,” said James 
H. Carmine, vice-president in 
charge of merchandising for Philco 
Corporation. 

Sayre M. Ramsdell Associates, 
Philadelphia, is the agency. 


Bayuk Renews 


Bayuk Cigars has renewed “Siz- 
ing Up the News” for an additional 
52 weeks over 72 outlets of Mu- 
tual, effective Nov. 6. Heard in be- 
half of Phillies, the program is 
aired Mondays, Wednesdays and 
Fridays from 8 to 8:15 p.m., EWT, 


and features Sam Balter. Ivey & 
Ellington, Philadelphia, is the 
agency. 


Wrigley Renews Two 


Wm. Wrigley Jr. Company has 
renewed two of its full CBS net- 
work war-effort programs, “Amer- 
ica in the Air” and “American 
Women.” The latter is heard Mon- 
days through Fridays from 5:45 to 
6 p.m., EWT, and features the im- 


portance of women in war jobs. Re- 


newal is effective Nov. 1. Arthur 
Meyerhoff & Co., Chicago, is the 
agency. 

“America in the Air,” heard Sun- 
days from 6:30 to 7 p.m., EWT, is a 
tribute to the daring men of the 
U. S. air forces and presents au- 
thentic stories of this branch of the 
service with actual heroes of the 
related incidents brought to the 
microphone. Renewal is effective 
Oct. 31. J. Walter Thompson Com- 
pany is the agency. 


Staley Program Set 


A. E. Staley Mfg. Company will 
sponsor “Sweet River” on the com- 
plete Blue Network beginning Nov. 
29. The dramatic serial will be 
heard Mondays through Fridays 
from 10 to 10:15 a.m., EWT, in be- 
half of the company’s new soy 
flour, Stoy. A transcribed version 
of the program will be heard on 
Station WJZ, Blue’s key outlet in 
New York, on the same days at 
10:45 a.m. EWT, beginning Nov. 1. 
Blackett-Sample-Hummert is the 
agency. 


Williamson Renews 


Williamson Candy Company has 
renewed “Famous Jury Trials” on 
the Blue Network for 52 weeks, 
effective Nov. 9. The candy com- 
pany has presented the program on 
the Blue since Nov. 11, 1940. It is 
heard Tuesdays from 9 to 9:30 p.m., 
EWT, over 68 outlets. Aubrey, 


KECA airs more retail quarter hours than all other 


local network stations combined. Here on their own 


home grounds, Los Angeles retailers have plenty of 


Opportunity to test and prove results. Retail merchants 


demand fast action from their advertising. KECA... 


with its great responsive audience... produces it. 


If your client’s budget is strictly on the limited side 
and you need a lot of advertising for your money, 
you need KECA because it delivers more listeners 
per dollar than any other local network station. 


That's a big claim! Ask us to prove it. 


The BLUE NETWORK STATION OF THE 


NATION’S 3RD MARKET 


erte ©. Qasthiong, Dre 


REPRESENTED NATIONALLY BY FREE & PETERS Inc. 
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STARS SHINE 
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"You can’t make 
_ @ bad cup of 


| M.J.B. Co., San Francisco, has launched 
| @ new campaign using 1,120 and 642. 
line space in western newspapers for 
M.J.B. coffee. Advertisements in the 
series, featuring movie stars and the 
theme, "You can't make a bad cup of 
M.J.B.,"" are scheduled to appear each 
Friday. 


Moore & Wallace, Chicago, handles 
the account. 


General Mills Renews 


General Mills has renewed John 
Gunther on the Blue Network for 
another 26 weeks, effective Nov. 5. 
The news commenator, aired in be- 
half of Wheaties, is heard over 61 
stations, which will be increased to 
68 with the addition of seven sta- 
tions on date of renewal. Knox 
Reeves Advertising is the agency. 


Adds Eight CBS Stations 


Armstrong Cork Company has 
added eight CBS stations to the net- 
work for its “Armstrong’s Theater 
|of Today” program, bringing the 
total number of outlets carrying the 
show to 128. The program is heard 
Saturdays from 12 noon to 12:30 
p.m., EWT. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Pet Milk Renews 


Pet Milk Company has renewed 
“Mary Lee Taylor” for the eleventh 
season on the Columbia network, 
effective Oct. 26. Currently heard 
on 71 CBS stations Tuesdays and 
Thursdays from 11 to 11:15 am 
EWT, the program will be shiite 
to Saturdays beginning Nov. 2), 
when it will be heard from | 
to 11 a.m. with rebroadcast at 2 p." 
At that time the show will also 
|take on Columbia’s Pacific Coast 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,006 readers daily! 


* * THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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f eight stations, making a 
total of 79 outlets to carry the pro- 
sam. Gardner Advertising Com- 
pany is the agency. 


‘Coronet’ on Mutual 


Coronet will begin sponsorship of 
«Coronet Story Teller,” a network 
how, starting Nov. 7 on Mutual. 
sired Sundays from 6:45 to 7 p.m., 
EWT, the show will use a basic net- 
work of 56 MBS stations coast to 
coast Schwimmer & Scott, Chicago, 
is the agency. 

Sponsors Arch Ward 


Arch Ward, sports editor of the 
chicago Tribune, will begin his 
arst coast-to-coast series of commer- 
cial broadcasts on WGN and Mutual 
Friday, Oct. 22, when “Arch Ward’s 
Sports Preview” is launched from 
9:15 to 9:30 p.m. CWT. The pro- 
gram will be heard each Friday in 


group ° 


pehalf of the Wilson Sporting Goods 
Company, Chicago. 


L & F on Blue 


Lehn & Fink Products Corpora- 
tion will sponsor “Blind Date,” over 
157 stations of the Blue Network, 
beginning Oct. 25. a 

The audience participation show, 
which was formerly heard on NBC 
as a summer replacement for the 
General Foods’ Maxwell House pro- 
gram, will be heard Mondays from 
8:30 to 9 p.m., EWT. Commercials 
will promote three of the company’s 
products, Hind’s Honey and Almond 
cream. Pebeco tooth paste and 
Hind’s hand cream, William Esty & 
Co. is the agency. 


‘Digest’ Format Set 


Reader’s Digest will inaugurate 
its program titled “Frazier Hunt 
Reader’s Digest Roving Reporter” 
on Oct. 21, when the 15-minute 
show takes the air on 150 outlets 
of the Blue Network, after which it 
will be heard every Thursday from 
10:15 to 10:30 p.m., EWT. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Kellogg Sponsors Show 


The Kellogg Company has signed 
for the program featuring Jack 
Berch, radio baritone, broadcast 
over the New England Yankee Net- 
work and Station WOR, New York, 
for Kellogg’s All-Bran. Starting 
Sept. 20, the new musical show will 
be aired Mondays through Fridays 
from 1:15 to 1:30 p.m., EWT. Ken- 
yon & Eckhardt, New York, is the 
agency. 


Sprague Appoints Jones 

The Sprague Warner Division of 
the Sprague Warner-Kenny Com- 
pany, Chicago, has named Duane 
Jones Company, New York, to 
handle its advertising. Plans call 
for promotion of Richelieu coffee as 
the spearhead of a campaign for the 
entire Richelieu line of grocery 
products. 


Hannah Succeeds Page 


Charles C. Hannah, formerly first 
vice-president of the Fireman’s 
Fund Insurance group, San Fran- 
cisco, has been elected president to 
succeed Charles R. Page, who has 
become chairman of the board. 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
| are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
| and Printing—all under 
ONE roof. Phone or write to 


"he Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


. Employees of The Faithorn Corporation 
* subscribed 100% for Defense Bonds * 


te 


Tide Water Will 
Air 45 Football 
Games This Fall 


San Francisco, Oct. 20.—Despite a 
football season that has already 
caused more upsets and changes of 
plan than any other in its 18-year 
history of sportcasting, Tide Water 
Associated Oil Company has gone 
into the 1943 season with the atti- 
tude of “full steam ahead,” Harold 
R. Deal, manager of advertising and 
sales promotion, said last week. 
“The Pacific Coast area is host to 
thousands of service men and wo- 
men,” Mr. Deal said, “and we real- 
ized the sportcasts would be eagerly 
sought by them, as well as by war 
workers in the shipyards and other 
essential industries.” 


Associated, a pioneer in the field 
of football sportcasting, will present 
approximately 45 games during the 
current season. It will use stations 
of the Pacific Coast Mutual network, 
augmented by three statons in Ari- 
zona and two in the Hawaiian 
Islands, the latter providing a play- 
by-play service for military per- 
sonnel in those areas. Many of the 
games will be picked up for short- 
wave rebroadcasting to battle areas. 
In California, KSFO, San Francisco, 
and KMPC, Los Angeles, also will 
broadcast Saturday and Sunday 
afternoon contests. 

Merchandising of the _ football 
program is being handled by Asso- 
ciated through newspaper and mag- 
azine advertising, station displays, 
distribution of free printed sched- 
ules, car cards, and in many other 
ways. Football motion pictures are 
made available to service men’s 


groups, schools, churches, lodges, 
etc. In addition to the sportcasts, 
Associated provides public address 
systems and electric sports timers 
in all major stadia on the West 
Coast. 

Associated has reduced the num- 
ber of commercial messages during 
the sportcasts and is making this 
time available for important war 
messages and recruiting appeals of 
the various branches of the services. 


Mutual Billings Up 63.1%, 


Mutual Broadcasting System’s 
gross billings for the month of 
September showed an increase of 
63.1% over the same month last 
year. Gross billings for September, 
1943, were $1,153,510 against $707,- 
283 for September, 1942. For the 
nine months of 1943 gross billings 
show an increase of 31.9% over the 


45 


same period in 1942. Nine months 
gross billings in 1943 are $9,350,477 
against $7,091,917 for the 1942 
period. 
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A versatile copy man used to 
variety is wanted by this 4A 
agency located in Baltimore. 
Preferably a man with mail or- 
der or with tool and machinery 
experience. Salary under $100. 
Sell yourself in 1-page letter to 
Mr. Van Sant, Van Sant, Dug- 
dale & Company, Inc. Court 
Square Building, Baltimore, Md. 
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I'm Telling you | want 
Rockford on the List... It's 
one of the soundest 


markets in the country 
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Practically all plants are well established 
Rockford-owned industries, temporarily converted to 
war work, They are now planning to resume the manu- 
facture of peacetime products, in greater volume than 


ever before, when Victory is won. 


largest city in ILLIN 


(OUTSIDE OF CHICAGO) — 


REPUBLIC 


* i ca aoe - 4 : , - “, ‘ - : : 
ee = ee. 
Zz i * 
ieee 
i | : 
ef ee | nenaetaesantnatininiemnmmesseneiiitil Pe 
‘ i | oe Pee, 
COPYWRITER : F 
ee : 
i 
S 
, 7 ‘# 
mot ne ! bt Be 
————i oh UlLllleeee ie ae 
Pe ee a ie — : —— ee oP : oa Rees 
* a j 6 a 7 % = ie 3 
i ‘a ¥ y eH ws . , 
+ hed op of 4 wes: q j o tite 
— s n bt ™ i 
Tine. ae VR ae 
unched e = Lage oa = a F ‘ 3 sie les q sy - eee 
: a _—- 2. 2 ” “ . = : “ 
Bs ‘ 4 7 ei - ae ; ‘ — 
sup of ; : ee —<_£; >’. . | . ' A ‘i » Ms = 
‘ ee i —_ ears i) aoe 
is , ae i ” Mei | te ‘ae ae 2 
a. . oe ~~ ae” ay | 
i .  # _. Dalle biol ie = Se i, : 
. - - : Be: ES kos * th cee — 7 ™ : 4 ; & ; ; j : i. = oe ge ae _ # — 
| ‘ F ‘de s ee nie of pe a * . " a 4 : Pid et 4 $ a . * a J sa : aor a fs, " i oan ae 
i i: Pe tec Ge ie ee a ; ee 2a bi s 
ee. 7 me j a 1 a: 4. . 2 a hres ~ Ss é ae “— ol . : 
pees eT eee a 0 | —— * a 4 on *, re, : 
= = oe, : = 7 So i on s xg leh ae % : : 
. : = en ee = es | aie | me ke et a — page Ea one : E : 
_ + b, othe , | ; eee — ae mes ee z r 
_ eo ELE Ag pS ce ine ae 2. ik See ee * 
an a ; Be a re 7” - eae 3 : ; sa pe za wo. | “ . % * Mal a: ee a i ie j ¥ pa 
oi ro : re, a aia ag i. a s . = ¥ ye 2 ps wee ie 4 M : ri a i i‘ " 4 = os 2 fy “oe T: if . oe y eel we ; 
| ent , ot ow | — * oe sae ae. eg SS) . a a 
ee oe Hie. a 4 .. = a y z 4 s j i zie eee 
as rr 
| ee | 
- 
pr 
ie 
a 7 
p% 
3 
7 ine x, 
? iii J 7 
i a 7 ae ss 
-oast _ | : 
= y 1949) es . 
a gus BUREP 
= : " ® a ' iy s . ae ‘ ile 
e = , e ms 
" ‘ ‘ ees, a fs 7 a os Sane 
a es 7 
2nd ois & - 
a | ‘ | ie 
i ; , 
, P M ' ‘ ; . : } sah 
2 aae 
a 49th IN UNITED STATES IN CLASSIFIED LINEAGE | Be 
BUY ROCKFORD MORNING STAR...ROCKFORD REGISTER | a 
j STATES = ae ie . a: = é Pi oe , , a. : ; : : b 
ia) , 
(ORE AT ee Fe Pe a Oe A DM Re a Sy EV ms oF a oe Tas og, a a) 
" J ; oe 
3 a ; . 7 ftp 4 2 cpt, © 4 2 a =a. é “ gee Ser Rage“) Te : the ae £ Ras eee 
Ae ‘= eet 7 F a Poe er ra ae = ae Ps ‘ a Ne ite J ees ; § a ee ie i bai . aa git ae eas he a Be 
@ &e 2 sada 45a ’ yO, me | less > ee on hie ee uh fa 2 4 _ me EU ES ras “ Sore SY eo ria! a Na ee ae. fe re ef | A soa bes ae 
x a 4 Bey Ng, Ae. OS ee, Ke | a ie ob es 3 Bites no ee i OE ie dh ear ay oe Se 
ge he oF ee ee “£s ‘: ae” 2 i. ee ea RE A ORI eee. a. Samet 


te 
*: 


46 
Redington Appoints Kalom 


Kalom Company, Chicago, has 
been appointed to direct the adver- 
tising of F. B. Redington Company, 
Chicago, maker of packaging and 
counting machinery. Business pa- 
pers will be used. Edward Gross- 
feld is the account executive. 


Landesman Joins Ideas 


Louis Landesman, formerly gen- 
eral manager of Norman D. Waters 
& Associates, New York, has joined 
Ideas Advertising, New York, as 
vice-president. 


Brewer Sponsors Quiz 


Griesedieck Bros. Brewery Com- 
pany, St. Louis, has begun sponsor- 
ship of a musical quiz program, 
“Riddles in Rhythm,” aired Monday 
nights at 6:30 over Station KMOX. 
Ruthrauff & Ryan handles the ac- 
count. 


Named Account Executive 


Jack J. McMichael has joined 
Station KFRC, San Francisco, as 
account executive. He was for- 
merly with Western Auto Supply 
Company. 


. oe 
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How many stores has the Woolworth Co, and what . 
your circulation to that chain? 


- 
Fe A—02s Stores, 4,584 circulation. 


For 5e to $1.00 Variety Store Market Facts Write 


79 Madison Avenue, New York 16, N. Y. 
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Sears Repeats 
Book Club Offer 
in Xmas Flyer 


Chicago, Oct. 21.—Indicating that 
the initial response has been en- 
tirely satisfactory, Sears, Roebuck & 
Co., repeated in its Christmas book 
this week an offer to customers to 
enroll in its “People’s Book Club” 
or to send memberships to friends as 
Yuletide gifts. 

The book club experiment, oper- 
ated much like the Book-of-the- 
Month Club, was launched by the 
mail order house last July when it 
mailed out it’s fall. and winter 
catalog (AA, July 12). Sponsoring 
companies include Sears, Simon & 
Schuster, New York book publisher, 
and Consolidated Book Publishing 
Company, Chicago, a Cuneo Press 
affiliate. 

Four full-color pages in the 
Christmas flyer tell Sears customers 
that “You, too, can have beautiful 
Club editions for your home.” “The 
best of America’s current $2.50 to 
$4 books for only $1.66 each, plus 
additional books as gifts,” is the 
Every fourth purchase quali- 
fies the buyer for a free volume. 

“Treasury of the Familiar,” edited 


"Keep your ° Fuloes vase structure comfortably eden -hoeill by 
Architects’ good will. Crgate that good will by uaing. into their 


hs magazine most widely rout by 


ARCHITECTURAL © aie 
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SEPTEMBER SALES OF CHAIN STORES 


a asenene Wie % Gain ——lIst 9? Months— * 
1943 1942 or Loss 1943 1942 pw 
Food Chains _— 
COS TPR eee $ 3,892,498 $ 4,106,588 5.2 $ 36,123,053 $ 35,842,925 45, 
tKroger Groc. & Bak. Co 31,135,883 30,025,611 +3.7 289,208,000 255512319 15° 
tNational Tea ........... 7,156,187 6,998,808 +2.3 70,386, 14! 69,209,252 1)°5 
ON ROOTS 47,057,368 47,770,048  —i.5 450,285,245  462.234'9); 25 
ND vais beeen on $ 89,241,936 $ 88,901,055 +0.4 $ 846,002,438 $ 822,799 35 129 
Mail Order 
aSears, Roebuck .............. $ 79,141,546 $ 80,527,208 —I.7 $ 537,391,818 $ 558,317.70 37 
Spiegel ........... .. 2,735,141 3,525,028 —22.4 20,708,687 28,466 92 273 
aMontgomery Ward 54,280,420 61,495,048 —I1.7 404,065,801  403,423'423 fy 


Group Total  -$136,157,107 $145,547,284 —6.5 $ 62,166,306 $ 990,208,045 _5, 
Drug Chains 

Oe ; ..$ 811,604 $ 783,336 +3.6 $ 10,256,607 $ 9,357,044 15, 
Peoples .... 2,749,921 2,690,892 +2.2 25,089,473 22,923,676 to), 
Walgreen . 9,185,882 8,467,215 +8.5 82,075,773 71,125,375 +54 

SS ae $ 12,747,407 $ 11,941,443 +46.7$ 117,421,853 $ 103,406) 4-134 

Variety and Miscellaneous 

CEE Uinnsdepiie ies bce $ 3,619,337 $ 2,569,166 +40.9$ 29,491,512 $ 31,490559 _,, 
>) ay ees 9,975,429 12,014,483 —I7.0 89,270,362 87,536 34 129 
Consolidated Retail Stores 1,917,933 1,483,657 +29.3 13,904,794 10,180,488 434%, 
Diamond Shoe Co. ...... 2,616,966 2,764,621 —5.3 21,402,071 21,870,793 — 2) 
Edison Bros. ......... 3,262,862 4,247,384 —23.2 29,263,367 32,545.94 -10 
Fishman, M. H. .... 559,929 521,120 +7.4 4,475,396 4,018,260 1) 4 
Grant, W. T. ... 13,635,321 12,648,729 +78 110,590,562 99,171,124 tc 
aGreen, H. L. 5,324,073 5,165,989 +3.1 40,638,034 36,763,764 Li9¢ 
alnterstate Dept. Stores 3,399,382 3,335,059 +19 25,807 967 22,576,685 143 
SS aa 16,424,150 16,055,146 +2.3 139,203,974 132,111,750 45% 
Lane Bryant, Inc....... 2,536, 156 2,087,775 -+21.5 21,253,436 16,582,968 +28 2 
SEE indie scaass 5,565,240 5,216,825 +6.7 47,452,056 38,853,533 +27. 
OS ae 5,188,117 5,023,009 +3.3 45,703,957 40,844,826 |) 6 
McLellan Stores 3,123,678 2,762,749 +-13.1 22,358,095 18,777,969 +19 
Melville Shoe Co. 3,360,578 4,884.81! —31.0 28,650,493 37,485,065 —234 
Murphy, G. C. . 6,278,793 6,093 583 +3.0 56,772,632 50,664,238 2. 
Neisner Bros. .... 3,051 682 2,788,922 +9.4 25,140,969 21,417,838 +173 
Newberry, J. J. 7,188,839 6,473,675 +11.0 60,729,949 49,931,813 +214 
Penney, J. C. 43,041,101 47,475,905  —9.3 331,360.85!  323:223'980 427s 
Roses Stores ...... 914.343 826,584 +-10.6 7,005,161 5.984.927 +179 
Serr 1,421,120 1,645,681 —I3.6 14,575,851 13,537,207 +403 
Western Auto. 3,969,000 4,268,000 —7.0 33,328,000 42,516,000 —2\ 4 


Group Total 


. -$146,374,029 $150,352,873 


—2.7$ 98,848,489 $ 138,086,069 —2a4 


Combined Total . 


tFour weeks and 36 weeks. 
tFour weeks and 40 weeks. 
aEight month period. 

*Ten month period. 


. -$384,520,479 $396,742,655 


—3.1 $2,024,439,113 $2,054,499,623 15 


by Ralph L. Woods, is offered as an 
enrollment gift for new members 
who purchase Louis Bromfield’s 
“Mrs. Parkington” as their first reg- 
ular Club selection. Previous Club 
selections may be substituted for 
the gift volume. As a special Christ- 
mas inducement, Sears suggests a 
special four-month membership 
which includes four regular selec- 
tions and two gift volumes. Mem- 
bership also includes the Club’s 
monthly magazine, “The People’s 
Choice,” in which books chosen “by 
famous Gallup Poll methods” are 
offered members. 

The Christmas book, containing 
192 pages, against 218 last year, is 
being mailed out to 1,300,000 cus- 
tomers, about the same number as 
sent last fall. 

Although plastics, wood fiber and 
wood go into the construction of 
toys offered in the flyer, the variety 
available has been reduced because 
of war conditions. The single sled 
pictured has runners of wood in- 
stead of metal. 

Imported goods also figures in the 
new book, including such items as 
Mexican novelty jewelry and Cuban 
fruit-flavored sugar candies. 

The overprint, “Sor.y, not avail- 
able,” appears on a number of items 
which Sears had included in the 
pages but discovered later orders 
could not be filled. 

Montgomery Ward & Co., is ex- 
pected to release its Christmas book 
shortly. Spiegel, Inc., which usually 
sends out a Christmas flyer, is tell- 
ing its customers this month not to 
expect the book this year. Their 
attention is called to Christmas 
merchandise described in the regu- 
lar fall and winter catalog. 


Chicago Mail Order 
Forms New Division 


Chicago Mail Order Company has 
established a manufacturers’ rela- 
tions division, under the direction 
of Carl T. Herzfeld, director of 
quality standards and quality con- 
trol, to bring about a more thor- 
ough understanding and to work 
out the solution of mutual supplier- 
marketer problems. 

The new division will interpret 
the company’s needs to its suppliers 
and will render consulting engi- 
neering service to plant manage- 
ments which serve it. It will 
operate on a national basis with 
headquarters in Chicago. 


Ellery Queen First 
in Hooper Ratings 

Ellery Queen and Kay Kyser lead 
the top ten programs on the Pacific 
Coast for the third consecutive year, 
according to the Hooper Pacific 
Program Ratings report for the 
August-September period. 

Other high-ranking programs are 
“Screen Guild Players,” “Mr. Dis- 
trict Attorney,” “Can You Top 
This?”, “News (Richfield Oil),” 
“One Man’s Family,” “Gangbust- 


|ers,” “Quiz Kids,” and “News (Miles 


| Laboratories) .” 


| 


Evening _ sets-in- 
use and average ratings index fig- 
ures showed increases over both the 
previous report and the correspon- 
ding report of a year ago. 


> Examples of specific post-war 
planning: by a leading variety 
chain, site leased in mid-west- 
ern city for occupancy Sept., 47; 
by a prominent manufacturer, 
using page in Oct. Chain Store 
Age to advertise new automatic 
iron not available now . . . copy 
carries line, “Orders now being 
booked for post-war delivery.” 
> Chains helping to prime post- 
war pump by placing orders 
now for merchandise and equip- 
ment to be delivered on an “il, 
as and when” basis. 


> John A. Logan has been re- 
elected president of National 
Assn. of Food Chains. . . Mr. 
Logan has headed organization 
as President for five years . . 
for similar period preceding, 
was Executive Director. 
> Southwest led variety chains 
in sales increases for August, 
registering gain of 25%, accord- 
ing to Chain Store Age monthly 
sectional analysis. 
> 7th Annual Large Size Week 
in chain drug stores set for Jan. 
14-24, 1944 . . . 56 Fair Trade 
brands will be represented . 
some 200 drug chains, with 
more than 4,000 stores, will par- 
ticipate. 
> Biggest Woolworth store in 
Brooklyn returns to first prin- 
ciples of founder . . . entire 
basement converted to sale of 5 
and 10c items exclusively . . 
step taken to overcome mer- 
chandise shortages. 
> New tokens will cut down 
work in chain groceries but may 
also cut volume, executives say 
. .. consumers will be tempted 
to hoard stamps and tokens be- 
cause they are good any time. 
> Hosiery manufacturer using 
grade labeling, no longer com- 
pulsory, to market unbranded 
line through new channel, the 
food chains . . . offer—2 pairs 
featured as “O.P.A. Grade A 
Rayons” at $1.59 . . . ceiling 
rice $1.79 


CHAIN STORE AGE 


185 Madison Avenve, New York 16, N. Y. 
612 No. Michigan Avenue, Chicago 11, ILL, 
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Canadian Drive 
Seeks Farmers for 
Wood-Cutting Jobs 


Essential Status 
Seen As Early 
Possibility 


Ottawa, Ont., Oct. 21.—The num- 

yer of men employed in pulpwood 
sytting in the chief newsprint pro- 
aycing province, Quebec, is already 
within 8% of the number employed 
+ this time last year, according to 
information given ADVERTISING AGE 
py Arthur MacNamara, director of 
National Selective Service in Can- 
ada. This figure has been reached 
in spite of the fact that movement 
f manpower from Canadian farms, 
the chief source of men for pulp- 
wood cutting is far from complete, 
since harvesting is not finished, and 
jespite the fact that emphasis to 
jate has been chiefly on manpower 
for fuel wood to relieve Canada’s 
critical fuel shortage. 

In outlining to ADVERTISING AGE 
the steps taken by manpower au- 
thorities in Canada to meet the 
ritical situation in pulpwood, Mr. 
MacNamara pointed out that chief 
emphasis has been placed on a coun- 
trywide recruiting campaign de- 
signed to transfer every possible 
available man from Canadian farms 
nto the woods this winter. This 
ampaign has been worked out in 

operation with the individual 
provinces and is already bearing 
nportant fruit. 

For example, in Quebec, 1,000 
provincial officials and 900 local 
parish committees will support the 
campaign as they have been di- 
rected to do by the minister of agri- 
culture in each province and the 
directorate of the Quebec Farm La- 
bor Bureau. In Ontario members 
of the Farm Service field force will 
engage in actual recruiting in the 
southern part of the province, while 
recruiting in the North will be done 
by actual representatives of the com- 
panies themselves. Similar arrange- 
ments have been made in the mari- 
time and western provinces. 


Do Own Recruiting 


By relaxation of National Selec- 
tive Service regulations to meet the 
pulpwood emergency, permission 
has been granted this year to allow 
pulpwood and lumber operators to 
have their own representatives in 
the fleld, recruiting labor for woods 
work. Already more than 200 pulp- 
wood company canvasses have been 
authorized in Quebec and more re- 
quests are being received daily. Not 
one has been refused. The same 
is true of certain areas in the mari- 
time provinces and in northern 
Ontario and Manitoba. 
“This permission,” said Mr. Mac- 
Namara, “to the pulpwood com- 
panies to use their own experienced 
recruiting agents subject to a mini- 
mum of regulation in addition to 
other recruiting activities should 
greatly help this industry to secure 
the required manpower. This, in 
fact, almost completely meets the 
industry’s own request.” 

Mr. MacNamara also outlined the 
extensive advertising and promo- 
onal campaign being conducted to 


—— 


Youll hand it to 
us for 


ervicel 


418 S. Market St. Chicago 7 
Phone WABash 3304 


support the general recruiting of 
manpower for pulpwood operations. 
This includes mailing of hundreds 
of thousands of folders to every in- 
dividual farmer and farm wage 
earner in Canada; distribution of 
75,000 posters in French and Eng- 
lish; extensive advertising in daily, 
weekly, farm and foreign language 
papers; press releases, farm broad- 
casts and other radio programs. “We 
have also arranged,’ Mr. MacNa- 
mara said, “that farm workers re- 
cruited for woods operations by any 
of these methods are sent directly 
to their jobs without going through 
an employment office. This proce- 
dure insures the minimum of delay 
in getting men to work.” 

Mr. MacNamara refused to indi- 
cate how soon announcement would 
be made of establishing pulpwood 
cutting as an essential or priority 


industry (other sour :es indicate that 


this announcement is expected this 
week), but he indicated that apart 
from this and a possible extension 
of the 60-day work period during 
which farm workers may engage 
in pulpwood cutting without a per- 
mit, the government had met every 
request made to it by the Canadian 
Pulp and Paper Association. He 
pointed out that members of the 
Canadian NSS Advisory Council 
were unanimously of the view that 
it would be unwise to extend the 
60-day period, owing to the fact that 
control over workers leaving agri- 
culture would be much harder to 
maintain. 


Sharpe Joins Agency 

Al Sharpe, formerly with the 
Atlanta Constitution, has joined the 
staff of Liller, Neal & Battle adver- 
tising agency. 


Wiese Joins Breese; 
Johnson Appointed 


Sheila B. Wiese has joined Mur- 
ray Breese Associates, New York, as 
head of the market and copy re- 
search division. She was formerly 
on the research staff of Ruthrauff, & 
Ryan, and more recently handled 
sales and radio analysis on the Car- 
ter’s Little Liver Pills account for 
Ted Bates, Inc. 

H. L. Johnson has been appointed 
assistant to Murray Breese, presi- 
dent of the agency. 


Hellman Elected President 


I. W. Hellman, vice-president on 
leave as a captain in the Army air 
forces, has been elected president of 
Wells Fargo Bank & Union Trust 
Company, San Francisco, to suc- 
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ceed the late R. B. Motherwell. 
Frank B. King, senior vice-presi- 
dent, will act as president until 
Capt. Hellman’s return. 


We have available time to 
print weekly papers or circu- 
lars on newsprint on high 
speed Unit-type newspaper 
press, also on Decker type 
color presses, printing 3 col- 
ors and black. Ask us for 


quotations and samples. 


MISSOURI AGRICULTURAL 
PUBLISHING CO. 


(A Capper Institution) 
2206 Pine St., St. Louis, Mo. 


Reservation for January 
Issue Closes November 5th 


Edited exclusively for and confined to 
TOP EXECUTIVES 
: ENGINEERS 
' PRODUCTION EXECUTIVES 
PURCHASING AGENTS 
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initial Estimated Circulation 15,000 


ZIiFF-DAVIS 


a DIRECT 
TO THE KEY 


OF AIRCRAFT PRODUCTION 


@ “On the beam” to carry your advertis- 
ing squarely into the heart of the industrial aviation 


market... FLYING Industrial Aviation Edition is an- 


$a 


J nounced as the medium aimed exclusively at the key 
men in aircraft, aircraft engines, parts and accessories 


rs manufacturing. 


"1 Industrial Aviation, an important new section of 


full magazine dimensions, is bound into the regular 
issue of FLYING. This combination provides the 
7 broad editorial coverage of aviation subjects plus the 


specialized business paper appeal, which under one 


; cover save time and confusion for the busy executive— 
: yet there is no waste circulation for the advertiser. 


Such a medium opens an air lane for your advertise- 
ments—direct to the desks of the men who exercise 


§ 
& 


or directly influence the tremendous buying power of 


America’s largest Industry. 


PUBLIS 


a 


= in) 


HING € 


540 North Michigan Ave., Chicago 11, Ill. 


Offices: New York * 


Washington «+ 


les Angeles + London 


LINE 
MEN 
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EDITORIAL APPEAL 


Technical Articles On: 


AERONAUTICAL 
ENGINEERING 


PRODUCTION 
NEW EQUIPMENT, 
PRODUCTS AND METHODS 
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Noble to Attend 
Chicago Meeting 


of Blue Members 


New York, Oct. 20.— Edward J. 
Noble, new owner of the Blue Net- 
work, will make his first out-of- 
town excursion in that capacity 
when he attends a meeting of rep- 
resentatives of 169 stations now 
affiliated with the Blue to be held 
in Chicago on Nov. 16. Immediately 
preceding this meeting, members of 
the Blue Network Stations Advisory 
and Planning Committee will con- 
vene, also at the Palmer House, 
Chicago. 

Both meetings will give Mr. Noble 
an opportunity to become acquaint- 
ed with those responsible for the 
successful management of the net- 
work’s affiliates and to discuss plans 
for further progress of the organ- 
iaztion. 

In addition to Mr. Noble, Blue 
Network executives from New York 
who will attend the two meetings 
are Mark Woods, president; Edgar 
Kobak, executive vice - president; 
Keith Kiggins, vice-president in 
charge of stations; Phillips Carlin, 
vice-president in charge of pro- 
grams and C. P. Jaeger, who will 
become network sales manager 
Nov. 1 


Appoints Lewis Agency 

Lowres Optical Company, New- 
ark, has appointed Lewis Advertis- 
ing Agency, New York, to direct its 
advertising. 


| Original mirror 
of Washington 


Choose the 
Leader... 


People Sympathize 


with Restaurants, 
Francis Declares 


Cleveland, Oct. 21.— People in| 
general are appreciative of the fact | 
that the shortage of help, together | 


with rationing and rising wages, 
have caused severe dislocation in 
the restaurant business, according to 
a national survey undertaken re- 
cently by Clarence Francis, presi- 
dent of General Foods Corporation. 

Speaking at the annual luncheon 
of the National Restaurant Associa- 
tion here yesterday, Mr. Francis 
said the survey revealed that if the 
average American living in a city 
of more than 25,000 had the money 
and were going into business for 
himself, he would open a drug store 
or restaurant, or go into the grocery 
business. 

The greater part of those inter- 
viewed are sympathetic to restau- 
rants, he declared, and believe that 
restaurants are getting and should 
be entitled to get meat more easily 
than housewives. They feel that 
restaurants are meeting the prob- 
lems of shortages, crowded cities, 
and government restrictions as well 
as can be expected. 

Approximately 64% of those in- 
terviewed regarded slow service as 
the chief source of mealtime irrita- 
tion. “Impolite help’™ was second 
on the list of @annoyances, with 
“lack of service” and “inexperienced 
help” in third and fourth places. 

More than 23% of those inter- 
viewed objected to the atmosphere 
of restaurants, but only 6.2% singled 
out the juke box as their chief an- 
noyance. They also complained 
about crowds, chipped dishes, bad 
air, dishes stacked on tables, and 
untidiness. The survey revealed 
there is a restaurant for every 859 
city people, and that 25% of the 
food consumed in the United States 
is consumed by hotels and restau- 
rants. 


Named Art Director 


Edward C. Frevert, for the last 
three years a member of the faculty 
of Pratt Institute Art School, has 
been named art director of Doremus 
& Co., New York. 


Getting Personal 


Langdon R. Littlehale, asst. acct. exec. with Ruthrauff & Ryan, New 
York, married Gladys B. Chandler at Christ Church, Short Hills, 
N. J., recently. .. And it was wedding bells also for John Hugh, radio 
producer of Kenyon & Eckhardt, and Kay Todd, of the Blue Net’s 
central typing division. . . 


Page Sherlock Holmes! Call Dr. Watson! It’s “Murder in the Radio 
Department,” which is the title of a new thriller written by Alfred 
Eichler of Ruthrauff & Ryan’s copy staff. Murder comes quick and 
often in the radio dept. of a New York advertising agency, and crimes 
are solved by applying the author’s theories of advertising in arriving 
are solved by ap- 
plying the author’s 
theories of adver- 
tising in arriving 
at deductions 
which terminate in 
the scoundrel’s 
downfall. . . 

Nathan H. Seid- 
man, president of 
the Inter - Racial 
Press of America 
and chairman of 
the Foreign Lan- 
guage Press Divi- 
sion of the Na- 
tional War Fund 
drive, was host to 
editors and pub- 
lishers of the for- 
eign language press 
and distinguished 
guests at a lunch- 
Joyce Swan, left, president of the Minneapolis Ad Club, ©0n om Oct. 20 at 
presents the first of a series of club awards to Ray C. the Hotel Roose- 
Jenkins, general manager of Station KSTP, for his work velt in New York. 
as director of military and naval entertainment of the Lt. Wm. M. Met- 
Minneapolis council of the USO. George D. Olds, right, tler Jr., formerly 
assistant to the president of Continental Oil Co., was with Arthur Kud- 

speaker at the Minneapolis club. ner, New York, 


a has been decorated 
with the Air Medal for meritorious achievement during his 25 flight 
missions in the Southwest Pacific. Congratulations are in order to 
Murray Grabhorn, manager of the Blue Net’s spot sales on his election 
as president of the Blue Athletic Association. 


E. D. Whittlesey, president of the American College Publicity Asso- 
ciation and director of public information at Western Reserve Univer- 
sity, is the recipient of the Edward L. Bernays Fellowship in Public 
Relations which carries a $500 stipend for the study of public relations 
in education, press, government and business over the past 25 years. . . 


Jean Austin, editor of the American Home, entertained the editorial 
staff of the magazine at her ski hut at Hanover, N. H., for a three-day 
discussion of postwar trends and opportunities in building and home- 
making. . . Roy A. Hunt, Alcoa pres., and Dr. Zay Jeffries, technical 
director of General Electric’s lamp dept., were honored at the annual 
dinner of the American Society for Metals in Chicago last week. Mr. 
Hunt received the ASM medal for the advancement of research, and 
Dr. Jeffries was given the ASM 
gold medal for his outstanding 
metallurgical knowledge and his 
versatility in the application of 
science to the metal industry. . . 

Howard W. Davis, owner and 
gen. mgr. of Station KMAC, San 
Antonio, who is also pres. of the 
San Antonio Council of Presi- 
dents, has been on a speaking 
tour of the civic organizations 
and clubs of the city and Bexar 
County to promote his proposal 
for merging the city and county 
governments. . 

Frances Hawkes, advertising 
and merchandising director of 
Rollins Hosiery Mills, Des 
Moines, has announced her en- Macfadden executives practice "A True 


D Story," a new song by George Tobias, 
gagement to Staff Sgt. nald E. center, who wrote, among other hits, 
Reid Jr., formerly on the Chicago “Rose O'Day" and “Don't Sit Under 


Tribune staff, and now in the 


CLUB PRESENTS AWARD 


GETS A TRY-OUT 


the Apple Tree.” Surrounding him are 


public relations office at Shep- 
pard Field, Tex. . Angela 
Walsh, director of the postwar 
division of Tracy, Kent & Co., 


S. O. Shapiro, circulation manager, and 
Sol Himmelman, assistant circulation man- 
ager. 


New York, was guest speaker on Claire Wilson’s WOR program on 
Oct. 16, during which she urged housewives to read all available post- 
war material and attend postwar conferences and forums so that they 
can make constructive suggestions to manufacturers. . 


On his way to the Pacific Coast to attend a series of regional meet- 
ings of the Four A’s, Fred Gamble, managing director, stopped off in 
Chicago Oct. 10 for a conference with Willard Lochridge, JWT, 
Central Council chairman of the Four A’s. It is reported that the con- 
ference was held on the Sunset Ridge golf course and that Fred 
turned in a neat 86... 


Fran Fanning, production mgr. in the Chicago office of ADVERTISING 
AcE, and John Miller, managing editor, announced new arrivals within 
a week. Fanning introduced a third daughter and Miller laid down the 
welcome mat for a third son. . . Fred Smith, former BBDO and Y&R 
exec., who handled publicity for Bruce Barton when he was a candi- 
date for Congress, and did pre-nomination publicity for Wendell 
Willkie, is now traveling in war areas as a confidential assistant to 
Secretary of the Treasury Morgenthau... 


John Printup, who is a salesman for WISN, Milwaukee, despite his 
name, is back from a little surgical patching at a local hospital with 
the news that he had a little difficulty with his hospital insurance 
because the hospital reported him to the insurance company as a 
maternity case, instead of a surgical case, and his insurance company 
insisted that his policy hadn’t been in force long enough to warrant 
maternity care. He was able to convince both hospital and insurance 
company of the error, finally. . . 
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Newspapers’ Help | 
Asked in Fats 


Salvage Campcignfi j 


New York, Oct. 20. — Suspeng;,, 
of newspaper advertising oy May 
17 and its resumption only on Sep, 
13, may be one of the reasons yw; 
fats salvage collections in August 
were down, according to Kenyon , 
Eckhardt, agency handling the cay. 
paign. The loss in August in com. 
parison with July was slightly mop 
than 7% and July was down ap. 
proximately 10% from the all-tin. 
high in June. 

Other factors which may haye 
contributed to the disappointing jp». 
sults in July and August, the ageng 
declared, include the possibilities 
less cooking in the hot ume 
months, and the better the wa; 
news, the less women are indlied 
to recognize the necessity for savi; 
and turning in their used cooking 
fats. 

Kenyon & Eckhardt has requeste, 
publishers to inquire among the; 
readers as to why there has bee; 
a general falling off in the salvag. 
ing of household fats and advise jt 
organization of the result of the 
inquiry. 

The newspaper campaign has noy 
been resumed and possibly will be 
continued and extended, K&E re. 
ports, but in conjunction with th, 
advertising it is even more neces. 
sary to increase the percentage of 
women actively participating in th 
program; in this the help of the 
newspaper and its editor is urgentl; 
needed. 

Latest government survey indi- 
cates that while 96% of America: 
housewives know the government 
wants used cooking fats, only 52’ 
are actually turning in these fats t 
their meat dealers and this prob- 
ably means, allowing for backslid- 
ers, that the entire current volum 
is being obtained from about one- 
third of the American homes. 


McKeever Named Editor 


Harold J. McKeever, associat 
editor of Roads and Streets, pub- 
lished by Gillette Publishing Com- 
pany, Chicago, has been named 
editor. 


Jordan Made V. P. 


Paul R. Jordan, general manage! 
of Harvill Corporation, Los Angeles 
die casting and hydraulics concern 
has been elected a vice-president o! 
the company. He will continue his 
duties as general manager. 
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Modern Tempo Is 
Nub of Discussion 


in 
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Postmaster General. 


Esquire’ Case 


nington, D. C., Oct. 21—A 
nan panel of top Post Office 
-ment officials began hearings 
eek to determine whether 
» should lose its second class 
g privileges on the basis of 
ird Assistant Postmaster Gen- 
charge that the magazine con- 
materials of “obscene, lewd 
scivious character.” 

. four days of testimony by 
ogists and educators already 
» record, attorneys defending 
igazine expect to use at least 
r week in presenting opin- 
f additional experts that the 
‘ine does not tend to lower 
standards or corrupt the 
of the average person. 

panel which will recommend 
action on the Esquire case is 
4 by Walter Myers, Fourth 


tant Postmaster General. Also 


e bench are Frank Ellis, chief 
and director of personnel, and 
Cargill, Deputy First Assistant 
Calvin Has- 


sell, assistant solicitor who has han- 


died the Police Gazette and other 
cases for the Department, is prose- 
cuting the charges, while Bruce 


Bromley and John F. Harding of 


Cravé 


ith, De Gersdorff, Swaine and 


Wood, New York, represent Esquire. 
Judged on Today’s Standards 


Hes 


with 


wings got under way Tuesday 
presentation of a 71l-page 


printed brief by the defense at- 


torneys. 


Spokesmen for Esqtire 


contend that the magazine must be 


judge 
and t 


d by the standards of the day 
hat an analysis of the stand- 


ards of today indicates that the 
magazine is innocent of criminal 
ybscenity, since they recognize 


candor. 


In 


opening their case, Esquire’s 


attorneys pointed out that “judged 


by st 
ning 
mon 
tions 


andards of bathing suits, eve- 


gowns and other styles com- 
to the day, Esquire’s illustra- 
are accepted by modern 


society. Compared with gir] illustra- 


tions 
adver 


of other magazines, and with 


‘tising for bathing suits, hos- 


iery and even cigarets, its cartoons 
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and pictures meet modern stand- 
ards.” 

They pointed out that Esquire is 
distributed by Curtis Publishing 
Company, and that it has a news- 
stand sale of 400,000 copies and 
300,000 subscriptions. It is received 
by 48 Army chaplains; 4,095 USO 
centers, clubs and hospitals; 1,669 
schools, universities and clubs; 8,305 
physicians; 5,500 directors of corpo- 
rations. They added that 60,000 
copies of Esquire are sent overseas 
each month, printed on special light 
stock provided by a WPB grant, 
with no advertising. 

Mr. Hassell asserted that the 
Post Office Department “had been 
flooded each month” with “bundles 
of cartoons and pictures” by Esquire 
in the hope “that a few spicy ones 
would slip through” and that the 
department is tired of “practically 
being part of Esquire’s editorial 
staff.” The only witness used by 
the Post Office Department was 
Wilson B. Wentzel, head of the de- 
partment’s classification section. He 
reported that in seven months this 
year, Esquire had mailed 2,900,380 
pounds of matter at a cost of $66,- 
341.52 under second class rates. At 
fourth class, which the magazine 
would be forced to use if it loses 
second class. privileges, postage 
would have totalled $369,045.47. 

Dr. Kennith J. Tillotson, psychi- 
atrist consultant to the Harvard Uni- 
versity hygiene department, and 
other Esquire witnesses contended 
that Esquire would not corrupt 
morals of young people. 


Sectional Media 
Groups to Push 


War Campaigns 


Chicago, Oct. 21.—Plans for sec- 
tional media committees to help 
steer a bigger chunk of wartime ad- 
vertising into the government’s war 
information campaigns were un- 
folded here yesterday by John 
Sterling, This Week Magazine, be- 
fore a group of leading media repre- 
sentatives. 

Mr. Sterling, who heads a new 
sponsorship committee set up to aid 
the War Advertising Council, with 
headquarters in New York, an- 
nounced that Norman Green, west- 
ern manager, Crowell-Collier Pub- 
lishing Company, will head a Chi- 
cago committee responsible for di- 
recting activities in the Midwest. 
Plans call for another committee at 
San Francisco, to blanket the Far 
West, and probably at Atlanta, to 
cover the South. Other media groups 
probably will be set up in several 
other cities including Minneapolis 
and St. Paul for intensive work in 
those areas. 

Decision to organize the sponsor- 
ship committee grew out of the fact 
that advertisers have, in some cases, 
centered too little attention on the 
many wartime campaigns for which 
advertising plans had been drawn 
up by the Ad Council. 


While notable support has been 
given war information programs, 


producing such outstanding results 
as the successful war loan drives 
and the recent Christmas mail to 
servicemen campaigns, Mr. Sterling 
told the media leaders, many adver- 
tisers still are running copy “which 
isn’t helping very much.” Especially 
bad, he added, is the “brag advertis- 
ing” and product copy which cap- 
italizes on emotional appeals. 

Members of the main New York 
sponsorship committee, besides Mr. 
Sterling, include Paul B. West, pres- 
ident, Association of National Ad- 
vertisers; Fred R. Gamble, manag- 
ing director, Four A’s; Paul W. 
Kesten, executive vice-president, 
Columbia Broadcasting System; 
Kerwin H. Fulton, president, Out- 
door Advertising, Inc.; and Frank 
Meeker, Osborn, Scolaro, Meeker & 
Co. Edwin O. Perrin, of McCann- 
Erickson, has been assigned to the 
committee to assist in its work. 
Membership of the Chicago com- 
mittee, which will be autonomous in 
operation, is to be announced 
shortly by Mr. Green. Each medium 
will have one committee member. 

Two main jobs that confront the 
Chicago group were outlined by Mr. 
Sterling, who said it must first do a 
straight educational job on the value 
of cooperating in war information 
campaigns. Next, he said, it will be 
up to the media spokesmen as a 
group to convince advertising ag- 
encies and advertisers on the merits 
of aiding the various drives. 

This latter effort, to sell the 


“workmen of advertising,’ must be 
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cautioned. He said the committee 
would be non-existent if pressure of 
any kind were contemplated, and 
that advertisers should not be asked 
to “spend an additional dime” but 
to adapt campaign objectives and 
copy suggestions to their needs. 


| UP 354% 


Yes, our national spot 
advertising was ahead 
354% for the first 8 
months of 1943. More 
and more buyers of 
national spot time are 
buying more and 
more time on the sta- 
tion that is “Ala- 
bama’s best buy 


(Far)”. 


WSGN 


Call 
Headley-Reed 


ee 


100% non-pressure, Mr. Sterling 


Advertising 


ani Is My Wandering 
Dealer Tonight? 


Checking Bureau can tell 


you much that you ought to know about 


the activities of dealers—your own 


and competitive—in these fluid times. 


With many manufacturers unable to supply 
dealers with enough merchandise . . . with many 
of the manufacturers’ salesmen off the road .. . 


of supply and *‘ 


dealers in all lines are shopping for new sources 
‘wandering”’ as never before. 


The Research Department of Advertising Check- 
ing Bureau can tell you day by day what’s going 
on among your dealers and your competitors’ 
dealers—as shown by the national and local 


advertising in every daily paper published. 


ACB carefully 


reads every issue of every daily 


newspaper. These reports will show you if the 
dealers are advertising . . . what brands. . . what 


models and sizes . . . at what prices . 
using your mats . 
dealers doing better than yours . 


.. are they 
. are your competitors’ 
. . ACB will 


tabulate the findings . . . furnish supporting tear 
sheets if wanted. 


NEW YORK, 79 Madison Avenve « CHICAGO, 538 South Clark Street + SAN FRANCISCO, 149 New Montgomery Street 


SE — 


Several hundred businesses have used this service 
for years. The service is as you want it—country- 


wide or regional . . 


. continuous or periodic. 


The cost is small. Write for details. 


TYPICAL ACB RESEARCH SERVICES 


Dealer Tie-in Reports. Checks dealer co-operation on your 


brand and/or your competitors’ brands. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national; or your own or competitive dealer advertising. 


Advertising Allowance Service. Verifying insertion, size and 
Recommended by dealers 


rates on each paper claimed. 
and manufacturers alike. 


ae 


daily newspapers published. 


Free: Catalog of ACB Research Services. 


“The 


ADVERTISING ; 
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various other services requiring research on na- 
tional or local advertising appearing in any of the 1,821 


INC. 
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Push Salvage to 
Reduce Shortage of 
Paper, Trade Begs 


(Continued from Page 1) 
would mean a net addition of 


' 3,000,000 tons of salvaged paper, 


enough to supply all of the visible 
needs of the container industry and 
still leave 2,000,000 tons for other 
uses. 


Manpower Major Difficulty 


Three major obstacles surround 
the collection of this added tonnage, 
according to waste paper authori- 
ties. The first, and the most seri- 
ous, is the shortage of manpower; 
the second is a degree of apathy on 
the part of the public; and the third 
is the fact that large quantities of 
domestic paper production are now 
being shipped overseas, where they 
are not salvageable. 

These problems, while extremely 
serious, are not insuperable, the 
trade believes. Publicity and pro- 
motion, especially by mewspapers 
and other users of print papers, will 
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take care of the public apathy, and 
again make householders as eager 
to salvage waste paper as they were 
shortly after Pearl Harbor, when 
the waste paper salvage campaign 
was the first and only salvage effort, 
and when it met with a phenomenal 
response. And the manpower prob- 
lem can be solved, in very large 
measure, if Boy Scouts and school 
children will cooperate by collecting 
householders’ small stores and de- 
positing them at central points, such 
as school yards, where they can be 
handled economically by commer- 
cial collection agencies. 


OWI Pushes Salvage 


The industry is much encouraged 
by the push which paper salvage 
will get from the new OWI cam- 
paign, and plans to turn its promo- 
tion more and more into the Boy 
Scout-school child channel, with 
good hope of success. But it recog- 
nizes, and hopes it will get, the 
intelligent and continued support 
of all media in order to lend the 
necessary fervor to the effort. As 
one phase of their assistance, users 
of waste paper today agreed to 
extend their agreement to pay ceil- 
ing prices for all waste for another 
three-month period (until Feb, 15), 
so as to guarantee collectors of 
waste paper that they will have a 
stable market for everything they 
collect. 

The waste paper trade’s promo- 
tional budget now is running about 
$55,000 per month, most of which is 
going into small space, frequent 
insertion copy in all of the news- 
papers of about 65 major cities. 


Can Collect Coated Paper 


Users of print paper have a spe- 
cial stake in increasing the flow of 
waste from _ private households, 
members of the trade point out, for 
two reasons: First, collection of 
waste from commercial sources, 
such as office buildings, stores and 
industrial establishments, is well 
organized, and little if any addi- 
tional tonnage can be secured from 
these sources; and second, increased 
tonnage from households means 
increased collection of higher types 
of paper, much of which can be 
used directly to make more print 
paper. 

The waste paper trade has rela- 
tively little sympathy with the 
howls of pain set up by users of 
print paper, because it insists that 
the principal job is to supply the 
demand of the paperboard, wrap- 
ping paper and associated branches 
of the paper-making field first, but 
all agree that anything which is 
done to alleviate the shortage of 
raw material for the container in- 
dustry will have a direct effect in 
making print paper more easily 
obtainable. 


Most Waste Used in Board 


The paperboard and wrapping 
paper mills account for between 45 
and 50% of the consumption of pulp 
produced in the United States, they 
point out, but the industry, gener- 
ally speaking, can use up to as high 
as 95% waste paper in producing 
its products, and if the supply of 
waste is made large enough, its 
demands on U. S. pulp might be cut 
considerably, thus automatically re- 
leasing manpower, material and 
pulp for possible use in print paper 
production. 

An estimated 90% of all paper 
salvaged is uncoated stock, and 
most of it is suitable only for 
paperboard and similar uses, al- 
though salvage operations on spe- 
cial types of stock, notably tele- 
phone directories, have been carried 
on successfully for many years. 
Telephone directories, reportedly 
printed in special inks which facili- 
tate de-inking, have been reused in 
making telephone directory paper 
for a long period. 


Book Mills Get Some 


To guard against use of waste 
paper in making products lower 
down the scale than the maximum 
possible, OPA regulations prohibit 
any paperboard mill from buying 
“mixed books,” which consist of 
unassorted books and magazines. 


|including pulps as well as coated 
| papers, at a price higher than the 
| $14 per ton ceiling price on “mixec 
paper,” although the “mixed books’ 
ceiling is $17 per ton. The ceiling 
| on “No. 1 books,” which consist of 
|}magazine and similar papers anc 
nothing else, is $33.50 per ton, anc 
the trade insists that these ceilin: 
| prices should insure highest pussibk 
| use of each grade of paper. 

| The trade agrees also, albei 
|}somewhat reluctantly, that presen 
|ceiling prices are high enough t 
| permit a modest profit, but it als: 
|insists that shortages have create 
|a black market condition of ex 
| traordinary size. 


If everyone interested in paper i 


any form gets behind a really effec 


tive salvage campaign, the trade 
insists, the following are the possi- 
bilities: 

1. Paperboard and wrapping pa- 
per demands, both military and 
civilian, can be met. 

2. Substantial quantities of waste 
may be made available for produc- 
tion of sorely needed newsprint, 
through such de-inking and re- 
manufacturing processes as those 
recommended by the Chicago Tri- 
bune, by former adman James H. R. 
Cromwell, or by others. For éexam- 
ple, P. M. Loddengaard, in charge 
of the technical department of 
Bulkley, Dunton Pulp Company, 
New York, who favors the so-called 
Cromwell process, insists that at 
least a million tons of newsprint 
can be de-inked and reprocessed 
into newsprint if salvage is effi- 
ciently done, thus taking care of 
25% of newsprint requirements. 

3. Increasing the collection of 
waste paper from householders will 
be of direct benefit to the entire 
print-paper consuming field, be- 
cause waste paper collections from 
homes consist almost entirely of 
newspapers and magazines. A sub- 
stantial portion of the newspaper 
collections might conceivably go 
into newsprint production if de- 
inking processes for this stock are 
successful, while the remaining 
coated stock would go, almost auto- 
matically, to book mills for reman- 
ufacture into various types of book 
and coated stock. 


Would Get More Coated 


In this latter connection, the 
waste paper trade points out that 
whereas collections now run only 
about 10% of coated stock, this per- 
centage would be increased mate- 
rially if home collections were 
stimulated, because home collec- 
tions usually run about 75% news- 
papers and 25% magazines. The 
percentage of paper available for 
producing print papers of better 
grade than newsprint would be 
lower than this breakdown would 
indicate, because of the deteriora- 
tion in magazine stocks, but it 
might still be considerably higher 
than it is now, both in volume and 
percentage. 

The one big thing needed, the 
trade says, is some real promotional 
assistance on the part of every 
interested factor. 


Extensive Drive 
to Move Potatoes 
Started in East 


Bangor, Me., Oct. 21.—Faced with 
the most abundant potato crop in 
history and storage facilities at a 
premium, Brooke, Smith, French & 
Dorrance, New York agency for the 
state of Maine, this week released 
full-page newspaper advertisements 
in all Maine dailies, Aroostook 
country weeklies, the Washington 
Post and Boston news bureau, cal- 
ling on the wholesale and retail 
food trade to urge all the “Doakes”’ 
in their community to store and 
consume potatoes. 

The campaign, which will also 
appear in double-trucks in 25 lead- 
ing grocery, fruit and produce pub- 
lications, carries the signature of 
Bangor & Aroostook Railroad in co- 
operation with the Maine Develop- 
ment Commission. 


Large Quantity Buying 


With the moving and marketing 
of this year’s bumper potato crop 
of 70,000,000 bushels one of the 
government’s most crucial food 
problems and the vital urgency to 
get the supply under cover before 
cold weather sets in, another cam- 
paign in every Major newspaper 


east of the Mississippi, augmented 
by spot radio announcements, wil 
exhort the public to buy potatoes in 
100, 200 and 300-pound lots for 
storage. This campaign is under- 
written by the state of Maine, which 
recently appointed Brooke, Smith, 
French & Dorrance to handle its 
recreational and industrial adver- 
tising, thus making the agency 
exclusive advertising and merchan- 
dising counsel for all of the state’s 
official accounts. 
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Gump Sponsors Show 


S. & L. Gump, San Francis-. 
store, has begun sponsorsh; 
half-hour evening show oy 
tion KQW, San Francisco. 
“The Crimson Shield,” the ;<) 
devoted to dramatized stoves y 
fighting men whose lives have be . 
saved by plasma donated ‘, the 


Red Cross blood bank. Knojjjp 
Advertising Company, San Fran, 
cisco, is the agency. 


Houston Movie Houses 


SELL WHOLE FAMILY 
IN MORNING PAPER 


A metropolitan mar- 
ket that's different in 
morning paper read- 
ership — papers col- 
lect in home base- 
ments instead of in the 
car barn. 


Motion picture theatre man- 
agers find that in Houston the 
morning paper goes into the 
home and stays there until eve- 
ning when the family’s recrea- 
tion is planned. Accordingly, The 
Post carries more amusement ad- 
vertising than any other paper. 

Morning papers in Houston 
end up in the basement instead 
of the car barn because The Post 
is edited to appeal to readers of 
all ages. It is the only paper 
offering both Associated and 
United Press news. It has the 
only complete market page. The 
sport page is one of the best in 
the Southwest. The many inter- 
ests of women are covered. And 
25 of the most popular comics in 
the country appear regularly. 

Where advertising should sell 
the family as a group, Houston 
business men prefer The Morn- 
ing Post. In the classifications of 
Electrical Appliances, Furniture, 
Liquor, Musical Instruments, 
Professional Services, Radio, 
Real Estate, in addition to 
Amusements, The Post leads. 
And 5 of 7 super-mart grocery 
chains break tradition by using 
more space in the morning 
paper than any evening paper. 

National advertisers are learn- 
ing that the Houston market is 
indeed different—in Houston, 
the morning paper is the home 
paper. 


HERE’S A MARKET 
OF OVER A MILLION 


Once a frontier town, now a 
metropolitan market — that is 
the change in thinking required 
when the Houston Market is 
considered. Although fast, the 
growth of Houston has been 
steady. Every National census 
since 1850 has shown a growth 
of from 31.5% to 111.4% even 
during depression periods. As 
a seaport it rates second in the 
country in water borne tonnage. 
A steel mill has been built to 
feed the rapidly growing heavy 
industries. Its wealth of natural 
resources assures continued 
progress through peace as well 
as war. 

Come into this market of the 
future now. 


Represented by Burke, Kuipers & Mahoney, Inc. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 
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Industry Advisory 
Group Opposes 15% 
Newsprint Slash 


(Continued from Page 1) 


provide an additional 20,000 tons 
by additional voluntary reductions 
in their inventories. WPB officials 
gre now trying to determine changes 
in the inventory ceiling which must 
yield the 20,000 tons. They predict 
that the reduction will amount to 
five days’ supply per paper. | 

If the 40,000 tons is saved during 
November and December, it is be- 
lieved that the newspapers will get 
through the holiday season without 
further curtailment of their space. 
In case of emergency, however, the 
committee adopted a new sliding 
scale formula for future cuts. This 
scale places the burden on large 
papers, requiring them actually to 
cut 12% under a 10% saving order, 
to make up for the smaller cuts of 
smal! papers. 

Set New Base 


More significant, perhaps, was 
suggestion by the newspaper com- 
mittee of a proposed new formula 
for L-240 designed to eliminate the 
need for supplemental paper grants 
on appeal. Under the new formula, 
the old base year 1941 would no 
longer determine Paper quotas. 

Instead, grants would be calcu- 
lated on paper quotas in 1943 plus 


1943 supplemental grants. Before 
these grants were added to the total, 
however, they would be reexam- 
ined in the light of recently adopted 
appeals standards with a view to- 
ward squeezing out the water. 

The newspaper committee heard 
Mr. Bitner report that the gap be- 
tween available paper and orders 
has gradually increased until it is 
now 16%. “If the trend continues,” 
he said, “no one can predict what 
the curtailment will be in 1944.” 

The newspaper advisory commit- 
tee arrived in Washington already 
forewarned that WPB would ask it 
to approve extensive new cuts for 
November and December. At the 
opening session Tuesday morning, 
Mr. Bitner reported that the total 
supply of newsprint in November 
would be 288,500 tons, while orders 
call for 335,600 tons, leaving a 
shortage of 16%. 

WPB said that U. S. mills would 
supply 67,000 tons of newsprint, ap- 
proximately the same amount the 
newsprint industry was turning out 
a year ago, but Canadian mills 
would provide only 208,000 tons. 
The remaining 13,500 tons would 
come from Newfoundland. 

At its first session, the committee 
also heard reports from Harold 
Boeschenstein, coordinator for pulp 
and paper, and Paul Kellog, assist- 
ant to the Canadian newspaper 
administrator. Arthur Wakeman, 
director of the pulp and paper divi- 
sion, discussed use of waste paper 


in newsprint, asserting there was a 
limit to the percentage of recovery. 


Tells Britain’s Experience 


Mr. Wakeman said that England 
was able to use 22%% of waste 
paper in making newsprint without 
resorting to de-inking. Before de- 
inking was tried, he said, special 
inks soluble in water might be used. 
This method was pictured as pro- 
viding lighter colored paper, and 
involving less waste. 

The Boren committee, which had 
taken testimony on the newsprint 
situation, took time out during the 
week after hearing Elmer Davis ex- 
plain OWI’s use of paper. Mr. 
Davis said that one Sunday edition 
of the New York Times used enough 
paper to keep OWI going for three 
years. 

The OWI chief admitted that the 
Domestic Branch had bought 7% 
tons of newsprint during the first 
quarter of this year, but he said, this 
was for a trade press clipsheet, since 
discontinued, and that the use 
would not continue. 

Under OWI curtailment orders, 
Mr. Davis said, 42,317,959 copies of 
government publications have been 
saved on a yearly basis. He ad- 
mitted the news bureau had issued 
1,140 releases in September, but ex- 
plained that many of these were 
regulations and administrative deci- 
sions which must be issued by law. 

Of the 1,140 releases, Mr. Davis 
said that 322 were for OPA; 222 


were OWI’s and 189 for WPB. To 


\” 


UBLIC CONFIDENCE — (goodwill) 


— has given many a company, beset by 
rapidly changing raw materials, design- 
ing problems and revolutionary research, 
time to prepare. Many are "planning now 


and keeping the public advised of their plans 


DEDICATED TO THOSE WHOSE CONVICTION IS “Tl 
INDIVIDUAL ENTERPRISE AND WHO ADVERTISE 
NOW TO INSURE ITS CONTINUANCE 


through advertising. 


Advertising—wisely planned, placed, and adequately continued— 
cheaply and efficiently enlarges the use of a product or provides 
the basis for an enlightened, intelligent public opinion. 


SCRIPP 
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TIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE - NEW YORK 


Congressman Boren’s inquiry 
whether this included the regional 
releases of OPA, Mr. Davis ex- 
plained that his organization could 
no longer review these since its field 
offices had been closed by Con- 
gressional action. 

Over the weekend, WPB an- 
nounced a shakeup in agencies 
handling lumber, wood, pulp, paper 
and paper products, with Mr. Boe- 
schenstein arranging his staff along 
functional lines. The paper and 
pulp division was divided into a 
paper division, under Rex Hovey of 
Oxford Paper Company, New York, 
and the pulp division headed by 
Agner B. Hansen, formerly deputy 
director of the paper and pulp divi- 
sion. 


special assistant attached to Mr. 
Boeschenstein’s office, 


Graham, formerly chief of 
fibrous materials section. Mr. Gra- 
ham’s organization will maintain 


Arthur Wakeman, formerly chief 
of the combined division, becomes 


while pulp 
allocations will be under David 
the 


5! 


The clamp-down on commercially 
printed matter was brought about 
largely through an adjustment in 
the order depriving war contractors 
and utilities of a quota exemption 
they previously enjoyed. 


Under the revised L-241, only 
printing for federal, state and 
county agencies, and legally re- 


quired items may now be exempted 
from a printer’s paper quota. Pre- 
viously, printing for government 
contractors and utilities was ex- 
empted. As a result, all timetables, 
rate schedules, tickets and other 
material previously handled ex- 
quota by printers must now be 
charged against the printer’s quota. 
Official Army and Navy newspapers 
are exempt but these must not be 
edited or operated by civilians, nor 
may they contain advertising. They 
must be ordered by an officer in 
command of an Army or Navy 
establishment. 


records and statistics on paper use 
and inventories. 


by G. G. Otto, president of the 


The paperboard division, headed 


Alton Boxboard Company, Alton, 


revised L-241 orders an additional 
fourth quarter cut of 5% in com- 
mercial printing. quotas, 
the commercial cut to 15%. Actually, 


Additional Cut Made 
In addition to these changes, the 


bringing 


Ill., takes over kraft, jute and other 
types of containers. and boxboards 
previously handled by the contain- 
ers division. The printing and pub- 
lishing division remains unchanged, 
and the containers division will con- 
tinue control of other than paper 
and paperboard items. 

In addressing the newspaper ad- 
visory committee Tuesday, Mr. 
Boeschenstein promised that pub- 
lishers of books, magazines and 
commercial printers would also face 
new restrictions. “Newspapers are 
not being asked to carry the load 
alone,” he said, adding that he felt 
users of newsprint must reduce 
their demands since there was not 
enough to go around, 

Mr. Boeschenstein is planning to 
restrict use of paper by all non- 
essential consumers as soon as data 
is available. He is also pressing a 
waste paper reclamation program. 


CPRB OFFICIALS MEET 


Ottawa, Ont., Oct. 21.—Highly 
important deliberations likely to 
affect materially the pattern and 
nature of pulpwood controls and 
distribution in 1944 have been tak- 
ing place here this week. 
Although pg public announce- 
ment has been made, ADVERTISING 
AGE understands that the pulp and 
paper subcommittee of the Com- 
bined Production and Resources 
Board has been holding important 
conferences with high government 
officials and has been learning at 
first hand the view of the Canadian 
government and of officials charged 
with administration of newsprint 
and other kinds of paper and paper 
products. 

This is the first meeting of the 
committee in Canada and it is 
believed that the visit may have 
an important bearing on the ulti- 
mate nature and content of ‘the 
committee’s report. 


Seek Definite Course 


It is known that Canadian offi- 
cials feel very strongly that the 
quickest way to reach a satisfactory 
settlement of the critical paper and 
pulp shortage, once factual infor- 
mation as to available supply and 
essential demand is determined, is 
to have the CPRB subcommittee 
put forward definite conclusions 
and recommendations and take a 
definite stand as to the course to 
be followed. It is felt that unless 
this is done there is bound to be 
continued and increasing misunder- 
standing and hostility such as has 
characterized relations between the 
two countries on this matter in 
recent months. 

It is also believed that the Cana- 
dian government, aware of the 
critical shortage of over-all supply 
of pulp for war and other uses, 
soon will introduce a drastic and 
extensive nationwide paper saving 
campaign in an attempt to give 
leadership in closing the gap be- 
tween demand and supply. 

Other meetings held here this 
week have been full dress discus- 
sions of labor priorities with special 
reference to granting of pulpwood 
cutting a full “B” priority as an 


essential industry. It is understood 
that final arrangements for formal- | 
izing this step were taken here and 
that an official announcement to 
this effect will be made shortly. 


CURB COMMERCIAL PRINTING | 

Washington, D. C., Oct. 21.—New | 
restrictions inserted in L-241, WPB’s | 
commercial printing conservation | 
order this week are expected to re- 


sult in immediate rigid curtailment 
of house organs and other promo- 
tional material. 
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however, the new 5% cut is ex- 
pected to mean great additional re- 
striction to the commercial printers 
since large amount of business pre- 
viously enjoyed from exempt items 
will no longer be available. 

A general clamp-down in promo- 
tional material has been on at WPB 
for several weeks, with many types 
of advertising matter already de- 
prived of containers and shipping 


Harold Boeschenstein, WPB coor- 
dinator for paper and pulp, said 
that he felt considerable paper 
could be saved from elaborate bul- 
letins, advertising brochures, and 
direct mail matter. To this end, he 
said, he would write to advertising 
agencies seeking voluntary coopera- 
tion in the economical usage of 
paper. 

In its revised form L-241 limits 


directories to 85% of their 1941 
paper. No quota is provided for 
publications started since 1941, and 
these firms must get paper through 
appeals or suspension of a publica- 
tion. 

The order also restricts the weight 
of paper that may be used for such 
items as advertising memo pads, 
dodgers and handbills, desk calen- 
dar pads, accounting records, letter- 


cases. In speaking to the new paper | publishers of shopping and free dis-| heads, office supplies and other 
advisory committee this week,! tribution newspapers, catalogs and| items. 
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> Pe ' One of the largest, most efficient and completely Ms 
a equipped printing plants in the United States ORE = MS 
Re (The former Rogers 9 Hall Co. Plant) 
OUR SPECIALTIES Excellent Quality 
Oe Publications me — Modern Equipment and Master 
Booklets Paper Covered Books ck Deli 
Flyers House Organs Quick Delivery 
Proceedings Convention Dailies Due to—Modern Automatic Machinery — 


Price Lists 


master pressmen. 


distribution. 


presses print. 


General Printing 


Typesetting Always clean linotypé arid 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry. 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Management. 


Mailing If desired, we mail your printed 
matter direct from Chicago— the central point of 
The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


large or small. 
obligation. 


PRINTING PRODUCTS CORPORATION 


“MIN Printers 


Tel ONE OR MORE COLORS Printing Prodacts Corporation 
WABash 3380 Polk and La Salle Sts., Chicago, II],  ™““figercon 


Day and Night Service. 
Right Price 
Due to—Superior Facilities and Efficient 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 


Let us estimate your printing needs —however 
Estimates place you under no 


LOCAL 


publication, catalogue, ad- 


Dun & Bradstreet, Inc. Rates 
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cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 

other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


—— 


a 


Terms 


(single insertion 


REPRESENTATIVE AVAILABLE 


— 


HELP WANTED 


Trade Directory representative avail- 
able for eastern area. Thoroughly ex- 
perienced, excellent renewal record. 
Good organizer. Knowledge copy, lay- 
out, production, etc. Age 32, married, 
good health, draft ineligible. 

Box 4374, ADVERTISING AGE 
330 W. 42nd St., New York City, 


BUSINESS OPPORTUNITY 


18 


Publishing house, owning and operat- 
ing plant with complete facilities for 
efficient low-cost production, wants 
to buy whole or substantial interest 
in trade publication. Would retain 
key personnel, 


Box 4281, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


HELP WANTED 
Stenographic and office detail position, 
small office Magazine advertising. 
$130 per month, to start. 

Box 4378, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


—. 


For Experienced, Aggressi, 
Advertising Manager 
Here is a position created by 


* Va- 
cancy in the executive personn; of 
midwest food manufacturer w an 


established national distributi: 
The man selected will be resp: 
for planning and supervising a} 
of national advertising prograr 
coordinating this work with sa! 
partment plans. 


sible 
Ypes 
and 
de. 


Food product experience is ess: tig) 
Applicant must be a trained adv ertig. 
ing man with a thorough know ledge 
of grocery store merchandising. Pre. 
ferred age 30 to 40. f 
In replying please give resume of ex. 
perience, education, and salary wanteq 


Address: Box 130 
12 S. Michigan Ave. 
Chicago, Illinois 


George Williams 
COMMERCIAL PERSONNE! 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ii, 


Position for salesman open in maga- 

zine publishers’ advertising office on 

two quality professional magazines 

in excellent fields. 

Box 4377, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


A Present and Post War Opportunity 
A nationally recognized, middle west- 
ern industrial concern, making essen- 
tial products, is in need of a copy- 
writer to handle direct mail, business 
paper and house organ copy. This is 
a permanent opportunity for an in- 
telligent, energetic man, interested in 
the industrial business who would like 
to make a place for himself in a well 
established firm. A technical back- 
ground is desirable. The ability to 
write hard-hitting copy and to get 
along with people is essential. 
Salary commensurate with require- 
ments of position. Write in detail 
giving age, salary expected, and 
photograph. Samples of work should 
be included and will be returned, All 
= will be held strictly confiden- 
ial. 

Box 4379, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 
POSITIONS OPEN 
We specialize in advertising 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 

Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Il. 
TYPIST —for part-time work on Near 
North Side. Must do neat, accurate 


person- 


work, understand proof-reader’s 
marks. Call DELaware 5230, Chgo. 
Proofreader, Female, Established 


Chicago business paper. 
for advancemeft, State 
and salary expect, 
Box 4358, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Opportunity 
experience 


—— 


POSITIONS WANTED 


ARTIST WANTS CONNECTION Wity 
CHICAGO AGENCY—Excellent layoy: 
lettering, final art— Knows produe- 
tion, typography —Army rejected — 
Now with 4-A agency. 
Box 4380, ADWERTISING AGE 
100 E. Ohio St., Chicago, 11 
Mildred Cole Cozad 
16090 Main Avenue 
San Antonio, Texas 
Statistical Surveys and Research 
Territory—Central and South Texas 
Position wanted in Chicago retail or 
consumer product field. 10 years exp 


—copy, rough layout, type faces and 
engravings. Coll. trained—Married 
4-F. Must have post-war future 
Starting salary—$225-$250 menth 
Box 4382, ADVERTISING AGE 


100 BE. Ohio St., Chicago, 11 
LAYOUT MAN AVAILABLE NOV. Ist. 


Seven years practical experience ji: 
advertising design and production 
Draft deferred, married, 25. Would 


like to locate with eastern agency 


Box 4371, ADVERTISING AGE 
320 W. 42nd St.. New York City, 158 
Young woman, attractive, age 33. 


University grad. Desires position in 
Promotion or Public Relations work 
Counselor. 9 yrs. experience. 

Box 4373, ADVERTISING AGE 
100 FE. Ohio St., Chicago, 11 
Advertising Salesman—New York ter- 
ritory. Magazine, trade journal, com- 
mercial experience, contacts, Al sales 

record; draft exempt: references. 
Box 4375, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Advertising Salesman—S years expe- 
rience trade paper space, college 
graduate, Draft exempt, Ferceful 
public speaker. 
Box 4369, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Zenith Announces 
New Hearing Aid 
in Chicago Dailies 


(Picture on Page 1) 

Chicago, Oct. 22.—Forerunner of 
a national campaign to break late 
in November in most major pub- 
lications, copy announcing Zenith 
Radio Corporation’s new $40 ready- 
to-wear hearing aid — the Zenith 
Radionic—will appear Sunday and 
Monday in all Chicago newspapers. 


Offer Complete Device 


In a letter signed by Zenith’s 
president, E. F. McDonald Jr., the 
company explains to manpower 
authorities, employers and the hard 
of hearing that it is beginning “a 
revolution in hearing aids” by offer- 
ing the complete device for “about 
one-quarter of the price of the bet- 
ter vacuum tube instruments of to- 
day.” The Zenith hearing aid in- 
cludes radionic tubes, crystal micro- 
phone and batteries. 

There are 10,000,000 people, of 


whom 3,000,000 are children now 
in schools, who are hard of hearing, 
the 450-line advertisement states, 
and from now on no one need go 
without a hearing aid “because it is 
too high priced.” “Even if Zenith 
never makes a dollar at this low 
price, it is willing to take its pay 
in the good will of the hard of 
hearing, their families and their 
friends,” Mr. McDonald said. 

Help wanted display advertise- 
ments in yesterday’s newspapers 
here announced that Zenith would 
hire 1,000 men and women with im- 
paired hearing, lending them Zen 
Radionics to become their prop 
without charge after working with 
the company for 60 days. Th 
wearing other devices also are eli- 
gible, and all workers will be give 
the same rights and privileges in 
both war and peacetime production, 
the message said. 

Although planned for post 
distribution, government prior ‘es 
have enabled Zenith to rush work 
on the new hearing device as an 4c 
to the acute manpower problem, ‘"¢ 
company explains in its new prom \0- 
tion campaign. 


After 


an opening on WITH's famous 
“Housewives Jackpot” program is 
now available. Monday through 
Saturday—2:30 to 3 P.M. $65.00 
(includes time and talent). 


Subject to prior sale. So, better 
wire collect... right away! 


W-1I-T-H 


TOM TINSLEY, President 


Represented Notionally by Heantty-reen 1230 ON YOUR DIAL 


many months of "S.R.O.” 


§ . . ed . Be | Ms as eG eeE bea 
_ a : i ‘ uf (Seas i » ‘a oa r 3 a ig rer ‘ a Mie > rt : ; * : : oo _ wrote apt b 
oa aa gy ; 
Pa = 4 . 
oe * ? Po 
’ Ad 
/ z A 
| ee | 
ov 
| ee Pt pin 
— —— as 
AN OPPORTUNITY —! 
| A Ivy Mc 
we 
ad’ 
the 
cor 
| ae PO * | be 
a ry ad 
Ne 
Wl 
ho 
of 
pa 
av 
la 
. = pe 
econ = db 
ul 
p! 
Se 
| —— ~ = a’ 
ee hi 
~ $] 
St 
a 
: 
g 
7 
0 
\ 
| 
‘ 
| a 
| pe nT og | ee 
fF | SS TS IE TT i Pa DE ETE SS TE 1 A 
3 
_ 
: ___ sha 
— — — eet CCL LLL LLL LLL LLL } 
; ad A aa be 
ladeqetetetelateTeteleletererelelerecelelereterererecererersaseeetatetetatetetetatatetetatetatetstatetatatetetatetetetststatetstateteetstatetetstatetetstetatetetstatetststatetets 
wetetetetetateteteteteteterete eter sce sess #16..0.6-0-8.p)8.0.8.000,0.8.0.600 10.008 ,016.0,8/0,8)016-018-0,8°8)0-010-018-0,008,0.8/0.6.0)8.0.8.818.010.810.018°8 10°80. 6 10.018 
4 OOOO OILY 
sea eeeeeeeeeee ee eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee ee eeEe 
= nteletetetetereteteteteretetereteterererererersrerersrerererererererererece ers supuatalialll cvetereterelelerereverererscerecerersrerererersrereeerersrerererererecececeseecesecere eae 
eo ances cnaceateescetenrsnntrntorreesnrersreeeeressreseeseeneee setarernstsresnneeseereeeeeteeeeee eee eee MMR eee il —“Csi‘CSCsCSC—sY ab i 
ie —- by OOOO OOO. A wo otc oof 0 00 ee Oe OS OOO OS OOOO OO 8 ete ee . 
ae ‘eee sretetetetetetetetetetererererereretetetererrsretererey tetereteteteteteteteteteretere srs p eregeptereleterererererere ereree sat etetets \ ¢ 
a otetee eee" * "55 \ ; “a Matetetete j " ] oe ‘ ‘ etetetetes } i _s. df 
of ri . ssteretes mes ‘ sstetorets — - ‘ 
Pi —- ‘ rae é pesarereta % ; Sey l, \ 
q », Si oh ee RRR ses Rey ‘ 
a Stee ~~ RRR RRR RRR 4 Oe os arereterereseg RRR ee _ \) | — 
a Sie ROARK RARER RRR Peeves bal avorererererererecererecererecesereasnag 
letetetetetgrerecsresereretecetereterecerereretereereretetereterereterererereretereretetereretereerreteterereeeeretele” *etetetetetetetetereteterersretere” 4 
Seteleteterenenererensceserereneseneseansereaserteneneesneneneastenensessenenseseneneaseetereneeeteneenenerensnenersseses aeMMMeegertes areretereretereneess a wi 
I NN ey ** Oe a aman ec oe ere bee e888 Po Pa * oot’ o e006 : = 
ieusstatetstatatetatatetstatetetetetetetetetatetetatetetatetstetetetatetetatetstatetsctatets tail wotetetetereterereretetererersrere setetetetetetetetetes , 
; Retetetetetetstetateterererererecerersrerscecersre sssegtetee'ete's estas auatmtace’e” ootetatetat *etetetere Satetetereteteteretee 
eteteteteterereterererererererecerereresersesces *. : " a ; weNerete! erecestatatetatatetatatetet 
Satetetetatetetetetetetotececeteterecereeed _— ee... osectetee werctetetetetetetetetetatee 
Be, ISetetetetereteteretererenenerecesessensess Pt er aterenetes seleteleretenerersnenerenss 
a Teratetetatatatetetetetetetotetateteteteteea oe ee: “ pecs BERR atetetetatetetetotetetetete 
ru * . © ote te cot ctet et eteret eer ete'erere" .* - eo’ ee *.% 2%" Se ee * 
a wetetetetetetetetetetetetetetetetetetereetey — Fores. — oo . OO arerererese.e.*. 
Potararatetetetetetetetetetetetetetetetetetete Oe Beier atatetatotetetetetetetete eteravaveretctetetorey stetetetetetetes een! 
letetetetetetetetetatetetereterererererererereteleeess eresrererers, wretetetetereterererererererersretere erpretsrarererererecere a eeeels ers etre s 818 em 
setetetetetetetetereteteretererereretetetetetetetereteretereereretere® Saheteteteteteretetaretereretereretererererererelelerererereersrererererersrereerere” 
Sietetegetereseserecenenessertessserenesereesnerenssetenseetenenetes weleretetetecsterssssereseseneneenteeensesnaemteatenetanenetatetetatemetateretans 
iSeeqaretesereresereretesererereretereteteretesereteterereterensteresetorenseareretetereteteretetersterereteteretetereteteppseserensterenssetersneterenetersnarerssenersses 
Rae a % . , 
~s : | @ u . t= . alt ’ > . F .Y “=f -. : : rt J ‘ 3) atid 
de : + a a Ped, ess eaten yee eee sg os" ate ic ee * i. ia: ff Se ae iy See oe ae ae? ‘ » "ee ‘ 1 4 sA5 flee de ‘ LS a) We » 
ge ee Pie kes f YS * tet pia Dt ae PAS oh Bree ee re oul pe ebay See ie, ie AE poet” eee bees 2a “ & 
wk + bs oe oe a4, ‘ . . Sue Pe * as & Bia Brae ee aos ee orn ae ay _ {- ah ss é 


, 1943 


a 

itions 
EO, Til, 
————, 


— 


WITH 
la yout, 
rodue- 
tted — 


Advertising Age, October 25, 1943 
All Media to Push 
Giant Food Drive 
During November 


Continued from Page 1) 


OWI radio allocation plans for No- 
yembr, Which has been designated 
gs “! ood Fights for Freedom 
Mont.” Plans for the campaign 
were worked out by four volunteer 
adverising agencies working under 


the \\ ar Advertising Council. 
A complete guide for newspaper 


coope ation in the effort has already 
peen distributed to publishers and 
advertising managers by the Allied 
Newspaper Council. In keeping 
with new OWI economy measures, 
however, papers will be sent proofs 
of 16 special advertisements pre- 
pared for the drive, with mats 
available only on request. Separate 
layouts will be available for weekly 
paper’ 


Purpose of the campaign is to 
pring the home front a_ better 
understanding of wartime food 
problems, and to suggest how con- 
servation and equitable sharing of 
available civilian food supplies can 
hasten victory. Copy will be de- 
signed to explain allocation of 
scarce food supplies among the 
armed services, our Allies, and the 
civilian population. Specific sug- 
gestions will be offered on how the 
civilian can man his battle station 
on the home front. 

The “Food Fights for Freedom” 
campaign was first introduced in 
mid-August when a set of three ad- 
vertisements were released for daily 
papers. During a two-week period 
in August, 2,024 separately spon- 
sored insertions on the “Food Fights 
for Freedom” theme appeared, using 
space contribution of 1,655,000 lines, 
valued at $158,400. Promotion had 
been suspended for September to 
clear the way for the recent 3rd 
War Loan drive. 


Taps All Outlets 


During the November campaign, 
thousands of outdoor posters, many 
sponsored by local and national ad- 
vertisers, others contributed by the 
industry, will be used. About 85,000 
car cards contributed by the trans- 
portation advertising industry are 
contemplated. Under OWI radio 
allocation plans, food messages will 
be heard on leading sponsored net- 
work programs, and on more than 
500 local stations. 

Supplementing the space and time 
advertising will be an extensive 
point-of-sale campaign, expected to 


reach 75% of U. S. householders 
patronizing 200,000 retail outlets. 
Store posters in three sizes have 
been prepared, and 550,000 are 
available, 


These posters have been under- 
written by National Biscuit Com- 
pany and Kraft Cheese Company. 
Through cooperation of the Ameri- 
can Meat Institute, about 15,000 
salesmen who call on food stores 
will begin distribution this week 
of a kitchen pin-up chart, of which 
30,000,000 have been prepared. 

Stores will get these charts for 
housewives in containers of 100 


SSAA” 
Time OFF 
your hands! 


The Belmont-Plaza’s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
| A few minutes’ walk to the 
‘smart 5th Ave. shops, close 


\ 
N 
\ 


to leading theatres—a de- 
\ sirable, distinguished ad- 

dress. Hotel now under new 
. management. 800 newly- 

decorated rooms with 

radio and bath (tub $ 
9 and shower) . . from 


HOME OF THE FAMOUS 


New York's most 

} glamorous night 
r club. Excellent 
1 banquet and meet- 


t 
. 
‘ 


ing facilities. 


Fbuw 


F. JOHNSON, MGR. 
“TION: EMIL H. RONAY 


UNGTON AVE. at 49th ST., NEW YORK 


each. Accompanying the dispensers 
are 300,000 window banners, urging 
customers to request the charts. 
Cost of banners and dispensers has 
been underwritten by Kellogg Com- 
pany and Pillsbury Flour Mills. 
Libby, McNeill & Libby contributed 
several thousand other promotional 
units needed for the drive. 


Retailers Asked to Help 


Although the campaign was tail- 
ored for participation of all mem- 
bers of the food industry, more 
than 150,000 executives of depart- 
ment stores and retail outlets out- 
side the food field have been asked 
by the Retailers War Program Com- 
mittee to cooperate with window 
displays and newspaper and radio 
tie-ups. The retailers will have a 
campaign of their own in late No- 
vember and December to urge gifts 
of war bonds and stamps for Christ- 
mas. 

The entire “Food Fights for Free- 
dom” campaign is under the direc- 
tion of Morse Salisbury, director of 
information for WFA. In charge of 
the promotion effort, however, is 
Vernon D. Beatty, who is on leave 
as advertising director of Swift & 
Co. He is assisted by Sidney John- 
son, on leave from National Biscuit 
Company, handling liaison with the 
food trade; Harry Madden, news- 
paper contacts; Roger Long; and 
J. R. Brommell. Norton W. Megge, 
of J. Walter Thompson Company, 
Los Angeles, is WFA deputy for the 
Pacific Coast. 

At OWI, A. R. Whitman, formerly 
with Benton & Bowles, is deputy 
for food programs, with Maurice F. 
Hanson, food program manager. 
Charles G. Mortimer Jr., vice-presi- 
dent of General Foods, is WAC co- 
ordinator for all food campaigns. 

The four volunteer agencies co- 
operating in the campaign include 
Lennen & Mitchell; Paris & Peart; 


& Bowles. The original plan was 
drawn by Benton & Bowles, while 
Lennen & Mitchell handled news- 
paper aspects; Paris & Peart trade 
papers, and Sherman K. Ellis, farm 
papers. 


Advertisers Finance Pamphlets 


Each major phase of the “Food 
Fights for Freedom” campaign is 
covered in a campaign guide, “A 
Call to Action,” distributed by 
WFA. One pamphlet dealing with 
national advertising phases of the 
drive was financed by Swift & Co.; 
a second, suggesting food trade tie- 
ins was contributed by the Morton 
Salt Company; a third with promo- 
tional tie-ins for newspapers, and a 
fourth for outdoor advertising. 

Industry has already contributed 
$40,300 for promotional materials 
for the drive, in addition to con- 
tributions by the volunteer agen- 
cies, and food trade associations, in- 
cluding the National Association of 
Food Chains, the National Associa- 
tion of Retail Grocers, and the 
Super Market Institute. 

A partial list of national adver- 
tisers who will cooperate during 
November include: 

General Mills, Kellogg Company, 
Pillsbury Flour Mills, Ralston Pu- 
rina Company, Armour & Co., 
Swift & Co., Wilson & Co., Visking 
Company, American Meat Institute, 
General Foods, Del Monte, Standard 
Brands, Owens-Illinois, Morton Salt 
Company, Libby, McNeill & Libby, 
Kraft Cheese Company, du Pont, 
National Dairy Products, National 
Biscuit Company, Westinghouse, 
Servel, Inc., Chicago & Northwest- 
ern Railroad, Bangor and Aroostook 
Railroad and Studebaker Company. 

Business papers have joined in 
carrying the message to the trade, 


contributing a page a month. Pro- 
duction costs for these have been 
carried by General Foods, Armour 
& Co., and the California Packing 
Corporation. Another promotional 
medium which has been used is the 
package insert. Folders have been 
inserted in several million tea pack- 
ages, and the coffee industry is ex- 
pected to join in this promotion 
shortly. 

During the past two months a 
group of volunteer speakers, re- 
cruited from the food industry, has 
been touring the country explaining 
the strategy and objectives of the 
“Food Fights for Freedom” program 
to local meetings, arranged through 
the cooperation of the Advertising 
Federation of America. About 50 
such meetings have already been 
held. Speakers include Gene Flack, 
Loose-Wiles Biscuit Company; Rus- 
sell Varney, Standard Brands; 
James E. Weber, Armour & Co.; 
Benjamin Wood, Tea Bureau; An- 
drew Duncan, Cereal Institute; 
W. R. Kinnaird, American Meat In- 
stitute; and Howard Chase, General 
Mills. On the West Coast, working 
similarly, is a group of volunteers 


Sherman K. Ellis & Co., and Benton | 


with 150 papers in the food field | 


BEN BERNIE 


Los Angeles, Oct. 20.—Ben Ber- 
nie, “the old maestro,” who played 
a leading role in the formative 
years of sponsored radio, died here 
today after a long illness. He was 
52, and his death elicited an un- 
usually tender response from friends 
in the theatrical, radio and adver- 
tising businesses. 

Bernie is generally credited with 
originating at least two radio tech- 
niques which have since become 
common — good-natured ribbing of 
his sponsor’s products, and the “air 
feud.” In the latter instance he 
and Walter Winchell spent many 
joyous hours panning each other 
unmercifully, not only on the air, 
but in the public prints and in every 
other possible way. 

Bernie’s radio career began with 
Pabst, for whom he was on an NBC 
hookup, originally for Blue Ribbon 
malt and after repeal, for Blue Rib- 
bon beer. He started broadcasting 
for Pabst in 1930, and appeared 
until the end of 1936, when his show 
was taken over by American Can 
Company, at that time eagerly pro- 
moting the use of cans for beer. 
His radio career also included ap- 
pearances under the sponsorship of 
Wm. Wrigley Jr. Company and 
Emerson Drug Company. 

In mid-1935 Bernie created some- 
thing of a sensation by reciting a 
parody of Lincoln’s Gettysburg ad- 
dress which particularly incensed 
the Board of Temperance, Prohibi- 
tion and Public Morals of the 


Methodist Episcopal Church, but 
which his sponsor reported resulted 
in only a handful of letters, several 
of which defended Bernie. 


HARRY W. POLLARD 


Detroit, Oct. 20.—Harry W. Pol- 
lard, for eight years Detroit repre- 
sentative of the Ward-Griffith Com- 
pany, New York, national newspa- 
per representative, died of a heart 
ailment here today. Mr. Pollard 
was formerly president and general 
manager of the Republican, Rock- 
ford, Ill., and later was associated 
with the advertising department of 
the Cleveland News. 


EDWARD J. DUPPLER 


Chicago, Oct. 20.— Edward J. 
Duppler, 70, at one time advertis- 
ing manager of the Daily Courier, 
Elgin, Ill., and later a member of 
the advertising staff of the Aurora 
Beacon-News, died at his home in 
Elgin Oct. 16. 


WILLIAM F. MARSHALL 


Raleigh, N. C., Oct. 17.—William 
F. Marshall, former publisher of 
the Gazette, Gastonia, N. C., and a 
former president of the North Caro- 
lina Press Association, died here 
Oct. 14, following a heart attack. 
He was 82 years old. 


JOSEPH F. NICKERSON 

Chicago, Oct. 21.—Joseph Frank 
Nickerson, 82, president of Nicker- 
son & Collins Company, publisher 
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of Ice and Refrigeration, died at his 
home here yesterday, following a 
long illness. 


COLLINS 
MILLER & 
HUTCHINGS. 


Photo-engravers in Chicago 
207 North Michigan Ave. 


FRANKLIN 5854 


Just off the press! This new 
little Hammermill book, “3 
Steps That Get Things Done,” 
shows how to relieve man- 
power shortages, get better 
work from green help, smooth 
muddled office routine, save 
wasted hours with printed 
forms that work. 

It contains definite sug- 
gestions. Packed with office- 
tested ideas on how to Plan 
. . . Supervise . . . Follow 
Through . . . it shows how 


headed by Don Belding, of Foote, 
Cone & Belding. 


easy it is to meet stepped-up 


wartime pressures, route infor- 
mation to your staff, keep your 
desk clear for the important 
jobs by “Putting it in Writing”’ 
—on paper. 

Send for this business time- 
saver today. It’s free. 


...and paper planning can relieve 
your wartime office headaches 


“KNOW HOW”’— When you put 
the ideas in this book to work, 
Hammermill suggests that you spec- 
ify dependable Hammermill Bond. 
Backed by over 45 years’ experience, 
Hammermill papermakers have the 
“know how” to produce paper that 
meets the test of business use. 


c* 
sy 


Please send me, free, 
book, “3 Steps That 


POSITION 


..8——$<$<$<$— ——————————“<S~;~; _ 


(Please attach to your company 


Send for Your Copy Today Gc a 


Hammermil! Paper Company, Eric, Pa. . 
a copy of Hammermill’s little 
Get Things Done. 
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Writes MAJOR ALEXANDER de SEVERSKY, latest 


addition to the Globe's list of top-flight columnists 


For once America’s ranking Communist, Earl Browder, 
merits a vote of thanks from his non-Communist fellow- 
citizens. His warning, in a Chicago,speech on Sept. 27, 
that we should not count on Siberian bases for an air 
attack on Japan is wholesome and much-needed realism. 
It should help clear some of the fumes of wishful think- 
ing from the Far Eastern strategic picture. 


“It is an illusion for the United States to expect that the 
Soviet Union will be able or willing to undertake the 
burden of the military struggle against Japan,” Mr. 
Browder declared, “All chatter about the Soviets giving us 
bombing bases in Siberia is harmful nonsense.” 


If Japan is to be finished off beyond redemption, the 
job will have to be done from our own soil. As soon as 
that fact is more generally grasped and conceded, we shall 
buckle down to the crucial task of building the air power 
necessary for direct assault on the heart and vitals of Japan 
from Alaska. Technically that has been possible for some 
time. 


The end of delusions that Stalia will offer us an easier 
approach would help enormou.ly to bring strategic plan- 
ning into line with technological possibilities. Siberian 
bases may ultimately become available to us anyhow 
history moves in curious ways in these years of global crisis 

but our military expectations surely cannot be tied to 
any such remote hope. 


Besides, the usefulness of Siberian bases against Japan. 
it seems to me, has been vastly overrated. The most effee- 
tive Russian bases. in relation to Japan, are in the narrow 
belt from Vladivostok northward. But a glance at the map 


will show that this area is wedged in and virtually sur- 


The al Ove are rx rpts from one of the Va jor tle rander de Seversky artt« les 


rounded by Japanese-held Manchuria, Korea, southern 
Sakhalin and the Japanese home islands. It is far more 
vulnerable to attack by land, sea and air, than the opti- 
mists have unthinkingly assumed. 


At best, we would face a formidable military struggle 
in defending and keeping these Siberian bases. Japan has 
massive forces stationed in Manchuria, and presumably 
immense accumulations of all the necessary supplies for 
waging an effective offensive, 


Moreover, Tojo’s air power would be operating from the 
very heart of his industrial set up, with practically no 
problems of supply lines. Soviet and American air power 
working out of points like Vladivostok, by contrast, would 
be dependent on major supply sources thousands of miles 
away. Even the new Russian industrial areas on the 
Asiatic side of the Urals, are a wide continent's run from 
the Far East, with limited railroad and highway facilities. 


In short, Russian bases would not be the open sesame 
to an easy victory that laymen have so long supposed them 
to be. Meanwhile the mere hope of acquiring them has 
helped to blur the larger pattern. Every time we rid our- 


selves of another illusion, it represents a definite gain. 


which appear exclusively in Boston in The Boston Globe. 


The Boston Globe 


Morning + Evening + Sunday 


OUR ADVERTISING WILL 


BE BETTER READ IN THE 


ree 


SIR, 
CLE DUDLEY... 


Russia is Not the 
Royal Road to Tokio!” 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe.- For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe.’ 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comment. Here are just a few members of 
Uncle Dudley's family. today: 


Dorotuy THompson ¢ Ernest Linptey ¢ HeLen Lom- 
BaRD ¢ Ernie Pyce ¢ Wacter LippMaNN ¢ WituiaM H. 
STONEMAN © JouHN STEINBECK @ Jay FRANKLIN ¢ JOHN 
Barry ¢ Potty Wesster ¢ Dorotuy Hittyver « Henry 
Harris ¢ Harotp Putnam ¢ Satrty Stuart ¢ GEeorcE 
ANTHEIL © ANN Dean ¢ Orro ZausMER © JOHN KIERAN © 
Samuet Grarton ¢ Joun Larpner ¢ Georce WELLER 
e Nett Gites ¢ Ropert J. Casey ¢ Jerry Nason ¢ 
Paut Guaut e¢ Henry McLemore « Heten Kirkpatrick 
e Ricuarp Mowrer ¢« A. T. Steece ¢ LeELaNp Stowe ¢ 
Arten Haypen © Waverrty Roor ¢ Cartyte Horr e | 
Dorotuy Dix ¢ Emity Post ¢ Nat A. Barrows ¢ Louts 
M. Lyons ¢ James Morcan ¢ Cartes Merritt e 
James Powers Fart BaANNerR ¢ Ext CULBERTSON e 
GRanTLANn Rice « Haroitp Kaese ¢ Frercuer Pratt 
Epcar Anse Mowrer ¢* Joseru F. Dineen 
Joun GuNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
{ssociated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in: Boston, in Tue Boston Grose 


BEST READ NEWSPAPER 
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advertising Age, October 25, 1943 : 


~ PHOTOGRAPHIC REVIEW OF THE WEEK 


CALIFORNIA FRUIT GROWERS REVIEW 50 YEARS OF MARKETING JURY PICKS LIAA EXHIBITS 


~T | Getting the most nutrition out 
ef fresh fruits and vegetables 


~alif x 
range Day in California. March arc i 
ate oy oat eee Te ere 


aren set be Smear toons’ 


ae California m Seedlene . Navel Oranges 


— 


‘ ; - ‘ ; : f : 
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9 Ever since 1893, the California Fruit Growers Exchange has been merchandising its now-famous —— Here is the — mg eo an progr. exhibits 9 a, oe oy? ga Np 
initial : the first “Drink " : ‘ : ciation for display at the group's annual meeting in New York last week are, 
initial message; the first "Drink an Orange" copy; and the most recent ad. (Story on Page 39.) left to sights & W. Themesn of Oleblo-Reymend: 4. & LeQucite, eneldath 

H. B. LeQuatte, Inc.; O. Alfred Dickman, advertising production ree = New 
NEW DMAA PRESIDENT TAKES OVER KEEP 'EM SHINING York Herald Tribune; and Nelson R. Perry, regional manager, Metropolitan Life 
group sales for the Dominion of Canada. Arthur H. Reddall, assistant secretary 
sre rae SCIENCE DISCLOSES of Equitable Life Assurance Society, served as jury chairman. (Story on Page 8). 
' ARMOUR SERIES BACKS ANTI-WASTE DRIVE 
HOW OILS PROTECT! ants 
. te ‘e : 
% | 
| 
HE FLOATS! - 
be N % - 4 
SB don't waste it 
| —save it! 
ae Turn over 
your lel oweral 
Howard Korman, manager of merchandising and sales promotion, McCann- Ca thane faring as fom on 
Erickson, right, new president of the Direct Mail Advertising Association, suc- ac le » clead feed stagepl ' oii 
ceeds Lt. Comdr. L. Rohe Walter, USNR, center. At the left is Edward R. §§ [RRRM i 
Gay, director of the general commodities division of WPB's Office of Civilian ' : 
Requirements, speaker at last week's meeting of the group. (Story on Page 41.) igkecse: Spall Patni ' i 
CARRIES OUT 'FEEL FRESH’ THEME Like the OIL in o duck’s feathers : ; 
the oily waxes in SHINOLA & ' ; 
a wid gee Bhiiaag 2 i Gen eS ee a Bie ‘ provide “protection” for your shoes! : ' 
EEL sme pesting ager | : 
t “~ m foe sour shoes ts ' P -- ; ° 
helps dons aod replenish che te H ; 
natural onls ws leather, A Shingla . ' H 
t hiim, « ine, applied regularly, > ee + 
fators greatly reduces their life helps repel water, dust, and ' ; 
Saunola (liqued, paste. cream) is xtime, prevent clogewyg, mamiaen ; H 
a lite-gering leather ‘creatment the leather's natural Mexibulay ' 
Waste > apr drag saves lives - 
f Seusove a cave eegerol x ' : Seve oon vee te aanduth Sieg t " . " arias fake ae es 
A Product , te oat Se rN 4 - 3 ‘ - 
oN ig koe 
The protective oil that keeps a duck ‘H. - Z Compan 
afloat is the theme of Best Foods’ series EY Eee ete ll od ng Co oii L Spanky y 
for Shinola shoe polish, scheduled for 33 oe to Conan Cnet + Gergea Peete et Gary Rotees ey ee 
metropolitan dailies and several national 
The Orange Crush theme, “Feel Fresh,” is interpreted in this autumn wall dis- magazines. Benton & Bowles, New York, Armour & Co. is backing the "Food Fights for Freedom" drive with this four-color 
play now being distributed to the company's dealers. is the agency. page in national magazines. (Story on Page |.) 2 
a 
MESSAGE SPREADS ACROSS PAGES IN SUPPORT OF CANADA'S 5TH VICTORY LOAN 
dian General Electric used this 16-column advertisement in a selected list of Canadian daily newspapers to support Canada's fifth Victory Loan. “The tide of war is on the turn.” copy says, “but remember 
naif it's only the turn. Victory could still be long. We on the home front must work and save and lend as never before.” 
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the Sun sells* 


Woman, say the poets, is a fickle, faithless and a changeful 
thing. 


Not so the women readers of The Chicago Sun. 


They are uncommonly faithful to this paper. It’s not the 
cool, impersonal faith that contents itself merely with buying 


the paper. 


It's the quick-trigger response . . . the buying of what's 


advertised im the paper. 
And that’s GOOD WILL IN ACTION. 


Consequently, Chicago’s successful Women’s Clothing 
Store operators have made The Sun their Number One 


advertising medium. 


Yes, again in September The Sun led a// Chicago news- 


papers in this important bellwether classification. 


*Full-run linage of wom- SEPTEMBER, 1943 


en's clothing stores in $UN................. 33.5% 
all Chicago newspapers Ns a a6 5's.g cA De Oe 28.1% 
(percentage breakdown)  Her-Am............... 17.4% 
ee Sore 13.0% 
News 8.0% 
7 eran Sew agama mesa or or Total 100.0% 


THE BRANHAM COMPANY, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, 


If it’s woman’s eye you want to catch ... woman's 
heart you want to touch... woman’s mind you want 
to impress, then use The Sun. For— 


| “THE SUN aves ‘results, ; 
) out of all proportion to 
re its circulation ane cost e 


Remember, there’s a new newspaper picture in 
Chicago. It’s this: 

1 You need The Sun in any newspaper combination to 
cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 
small expenditure. Actually you can sell for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper 


THE CHICAGO SUN 
sells 


BUY UNITED STATES WAR BONDS 


St. Louis, San Francisco, Seattle. 
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